oyelers: 


Lircular- 
heystone 


JANUARY 1947 

















) 


Start The New Year With 





Quality Rings 
for 














23X 791 





Shige: es 


10h Yellow Gold Rings 





For All The Family —« 


5X 6464 














Ostby e Barton Co. 


Manufacturing Fewelens 
118 Richmond Street, Providence 2, R. J. 


Extensively Advertised 


igi! i 

















Ys 











AS 


x 
- 


AW 


PEARL and BEAD RE-STRINGING 
NEW etn a on SAFETY LOOP 


- Ne a Aa By 
= == y See 

















eats 


cA New Safety Feature 


EXCLUSIVE IN U.S.A 


The loop of the cord, where it passes through 

the clasp ring, is encased in a tiny spiral sheath 

of silver wire. The sheath absorbs the strain at 

this point, preventing wear on the cord. It elim- 

inates the usual intermediate ring, bringing the 

pearls closer to the clasp. The wire is so small as 
to be almost ‘invisible. 


All pearls and beads strung in our 
shops are equipped with this new 
SAFETY LOOP at no extra charge! 


For careful matching and flawless workmanship, p/us 
this extra safety feature, send your re-stringing work to 


A. SAVER & COMPANY 


Manufacturing Jewelers + Special Order Work 
KON-ITE BLDG., CINCINNATI 2, OHIO 
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SPEAKING OF 


leap sailed through the win- 
dow of a Washington, D. C., 
jewelry store late one night and 
moments later Charles Bullock, a 
Negro, was picked up on suspicion 
because he had fragments of glass 
in his hat. 

For most people this would be 
damning evidence. But not for Bul- 
lock. His explanation for the glass 








in his hat was simple, though incred- 
ible; he eats the stuff. And, when 
. brought before the judge he substan- 
tiated his claim by calmly biting a 
piece from a drinking glass, nibbling 
a cocktail glass and, for dessert, 
chomping a razor blade. 

The judge, amazed, dismissed the 
case and Bullock was free—at least 
until someone accuses him of stealing 
a red-hot stove. 


© © 


QO WHAT a tangled web we 
y) 


weave, 
When first we practise to deceive! 

Sir Walter Scott was cooking on 
the back burner when he knocked 
those lines out and a gentleman in 
Chicago will bear him out. 

A Chicago bride of two days sud- 
denly asked her husband about her 
brand-new wedding ring and was 
told that two youths had slugged him 
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and run off with the ring, the mar- 
riage license and over $500 in cash. 
More than a little annoyed, the 
bride turned the story over to the 
newspapers, complete with the 
names of the youths her husband 
had mentioned. 


The young men described as the 
““slug-and-run” artists, actually per- 
fectly law-abiding citizens, made a 
mad dash for the police. The 
“robbed” husband was produced and, 
confronted with his “assailants,” 
confessed that he had made the 
whole story up to cover his losses 
in a crap game. 


The police did not prosecute. How- 
ever, they weren’t lenient, either. 
They sent him home to confess to 
his bride. 


> © 


OLLOWING the idea that a 

moving object attracts attention, 
Rudolph’s Jewelry Store, Syracuse, 
N. Y., has an interesting “eye 
catcher.” It’s a miniature living 
room furnished in a style appro- 
priate for the latter part of the 
Nineteenth century. A man and a 
woman of the “gay nineties” era are 
having their picture taken. The pho- 
tographer at the end of the room 
pops out from under his hood to tell 
his subjects to change their positions. 


When everything is satisfactory, 
the photographer snaps the picture. 
The room is about 12 inches by 16 
inches and the figures are about 5 
inches high. People, who have been 
drawn to the window, can’t help but 
observe the jewelry display. 
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Ek VIDENCE that nothing can take 

the place of a good alarm clock 
is provided by the strange case of 
the policeman who, during the war- 
time shortage, was forced to employ 
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a parrot to wake him each morn. 
As long as the war lasted the parrot 
did fine—woke the cop up each day 
with a cheery “Ya up yet, Sarge?” 
However, what with reconversion 
and all, the parrot began “running 
fast” and sounding off a bit earlier 
each morning. Up to a certain point 
this was all right, but when the bird 
got too far ahead of schedule the cop 
had to sell it to someone else—pre- 
sumably a man working the “grave- 
vard shift.” 
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E rather doubt that Joe Detzel, 

manager of the Perin Jewelry 
Co., Cincinnati, will read many of 
our future articles concerning effec- 
tive window displays. He had one 
that was a dilly, and probably re- 
grets it. 

Seems the Perin firm set up an 
extremely romantic window—brides, 
flowers, diamonds and all that. And, 
one midnight, a couple stood admiring 
it. Suddenly, the volcanic power of 
l’amour was unleashed (presumably 
by the display) and the pair went 
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into a clinch. Not only that, but 
they listed, leaned against the win- 
dow and cra-a-a-a-a-ck! Yep—plate 
glass kaputt! 

The chap who observed the scene 
and reported it to the local papers 
later, stated that the couple seemed 
a trifle upset at first, then walked 
nonchalantly away. 

Why didn’t the observer appre- 
hend the pair and make them pay 
for the window? Shucks! He was 
in his car, clinched with his own gal 
friend, and — well — you know how 
itis... 


© © 


FAMOUS (but probably 

apochryphal) World War II 
story concerns the American com- 
munications men who lacked a code 
book and, instead, sent messages 
back and forth in Yiddish without 
Nazi interception merely because no 
one in the Wehrmacht dared admit 
they understood the tongue. 

David: Honig, Buffalo, N. Y., jew- 
eler, may (or may not) have heard 
this tale, but he used an application 
of the same principle in frustrating 
a shoplifter. 

Two young women walked into 
the Honig store one day and asked 
the clerk, Jerry Miller, to show them 
some diamond rings. When the cus- 
tomer expressed dissatisfaction with 
the ones in the tray, Miller went to 
the show window for more and, upon 
his return, noticed that one was 
missing from the tray. 

Just then Honig walked in and 
Miller explained the situation in a 
few quick Yiddish sentences, unin- 
telligible to the customers. The boss 


said, in English, ‘““Let me take over 
—perhaps I can please the young 
ladies.” After showing a few more 
rings he mentioned that a new ship- 
ment would be in shortly. “Just let 
me have your name and address,” he 
said, “and I can notify you.” 

The young lady, off her guard, 
provided the information readily 
enough. 

Then Honig went into action. 
“Now that I have your name and 
address,” he said, “you’d better fork 
over that missing ring or I’ll call the 
police.” 

Completely taken aback, the cus- 
tomer reached under the bandana 
handkerchief wrapped around her 
head, produced the ring, and was ar- 
rested on a charge of attempted 
grand larceny by police summoned 


by Miller. 
o © 


"| HIS thing sounds utterly ridic- 

ulous, but since two of our cor- 
respondents have soberly reported 
the incident we'll pass it along. How- 
ever, we do not guarantee that our 
tongue is not in our cheek. 

Alfred E. Lastovica, an Abilene, 
Texas, watchmaker, ran across a 
Japanese clock several years ago 
while serving with the Army in 
Korea. Realizing the clock shortage 
in the States he wrapped it up and 
sent it home as a “souvenir.” 

Several weeks ago, redeployed and 
back at his bench, he noticed that the 
clock was acting up. So he opened 
it up and discovered that the pendu- 
lum was broken. “Tsk, tsk-ing” a 
bit, he heated up his soldering iron, 
applied a drop of solder to the pen- 


dulum and—WHAM! 
blew up. 

Turned out that the clock had con- 
tained a Jap  booby-trap, which 
hadn't been set off until the soldering 
iron heated it. 

Lastovica suffered intestinal 
wounds as a result of some Jap’s 
long-range planning. 
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= WO oranges and a bar on a slot 
machine usually pay off 10 
nickels or quarters. _ 

But in Houston, Tex., recently, 
two oranges (the. genuine kind) 
yielded $2000 in. jewels which had 
been shoplifted the previous day. 

Police paid two visits to the home 
of the young woman suspected of 
having made off with a tray of 
jewelry from the Loftis Jewelry 
Co. First time was, in Army par- 
lance, “a dry run.” The second time 
the woman was surprised and started 
to hide the jewels in her mouth, 
thought better of it and, instead, 
secreted them in two partly eaten 
oranges on the dining-table. The 
police spotted jewels in one orange 
immediately but passed up _ the 
second. Later, however, they re- 
turned and found six rings there. 


© © 


C. CLARK, Oklahoma City, 

® Okla., jeweler, had his family 
well represented at services in the 
May Avenue Methodist Church one 
recent Sunday. 

Mr. Clark spoke at the morning 
service after being introduced by his 
son B. C. Clark, II. The collection 
was taken up by his grandson, B. C. 
Clark, ITI. 


The clock 





News Item—Why Do Jewelers Always Hide the Price Tag?. 
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Reprinted from The Christian Science Monitor 
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Well-known attributes of the first Presi- 
dent are used, in this display, to call 
attention to features of fine watches. 










A Window For the Coming Month 


Theme: 
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by VIRGINIA DIXON 
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Sinee Valentine’s Day comes early in February, and was covered 


in last month’s window feature, Miss Dixon has chosen Washington’s 


Birthday as another excellent subject for jewelers’ displays. 


HE month of February may be short on days, but it 

is long on occasions which offer window display tie- 
ups. When your Valentine window comes out, it is time 
to pop in a display to honor the birthday of the Father 
of Our Country on February 22nd. If you have lots of 
window space, it would be very nice to plan a prestige 
display without merchandise, featuring a painting or 
statue of Washington with the flag and a copy card 
quoting some famous maxim of his. However, since few 
stores can afford to devote so much space without featur- 
ing merchandise, we have planned a watch window which 
offers an opportunity for a patriotic window and a good 
merchandise display. Mr. Washington was too good a 
business man himself, to be offended at such a tie-up! 


A reproduction of one of the Gilbert Stuart. portraits 
may be used in the background or the silhouette head 
shown in the model display may be obtained by having 
a photostat enlargement made of the small black 
silhouette head shown elsewhere on the magazine page. 
This should be cut out and mounted on red show-card- 
board and framed with red, white and blue striped rib- 
bon or facil fab tape. Another strip of the ribbon is laid 
on the window floor. Mailing tubes covered in red paper 
or fabric are used to display men’s and ladies wrist 
watches. A 214-inch diameter tube serves well for men’s 
watches, a slightly smaller one can be used for the ladies. 


This silhouette of "The Father 
of His Country" may be en- 
larged photographically to 
serve as a focal center for a 
window commemorating Wash- 
ington's Birthday, on Feb. 22. 





Other watches are shown on the window floor and on gift 
boxes wrapped in red paper and tied with star-spangled 
ribbon. Or narrow red, white and blue striped ribbon 
may be used. The hand lettered copy card is decorated 
with a cluster of artificial cherries. Copy card reads, 
“Honored for Integrity and Dependability.” Window 
background should be white or light blue. 


When you have counted all the diamonds and tea- 
spoons for your 1947 inventory, how about some stock 
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MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Materials Source 


Reproduction print of 
George Washington portrait 

or 
Photostat negative enlargement of 
silhouette shown here Photostat service 
Red Show card board for mounting Stationer or Art Supply 
silhouette Store 
Gold stars for decorating silhouette Dennison dealer 
3 yds. red, white and blue 
ribbon—4" wide 
Mailing tubes 

I—2!/,," diam. x 18" 

I—2" diam. x 12" 
Cluster of artificial cherries 
| yd. red fabric for covering tubes 
Paper and ribbon for gift packages 


Print Shop 


Photographer or 


Department store 


Stationer 

Department store 
Department store 
Department store 





taking on your merchandising and display policies? The 
day to day routine of putting in windows and planning 
merchandising programs is apt to rob us of a sound 
perspective on these problems. One good plan is to put 
on your hat, walk outside and approach your store as if 
you had never laid eyes on it before! Assume as com- 
pletely detached a point of view as possible and see 
your windows and store front as your customers do. 
Familiarity may not always breed contempt, but it does 
encourage a certain degree of indifference which pre- 
vents seeing your store as others see it. 

Do your window background and fixtures need refur- 
bishing or replacement? Remember, a shabby, down-at- 
the-heels background reflects on the appearance of your 
merchandise and gives the impression that service in the 
store is equally shabby. How about the window “house- 
keeping’? Dust and tarnish have to be watched and 
battled constantly. There should be systematic daily 
attention to guarantee an immaculate appearance at all 
times. 

Do your window backgrounds and the displays them- 
selves harmonize with your store front and appear to be 
a unified part of the whole? There is a frequent tend- 
ency to consider these things separately with little or no 
consideration of overall harmony. 

There always seem to be certain extras in merchandise 
items that get pushed into the window in the hope of 
“getting rid of them.” Forget for the moment the need 
for pushing such items and consider impartially whether 
or not your window is too crowded with merchandise. 
Is the good appearance of the window sacrificed by 
crowding in those odds and ends? Merchandise can be 
changed from time to time between background changes 
and thus rotated, everything can have its day in the win- 
dow and each will be seen to its best advantage. 

If possible windows should get attention from across 

(Please turn to page 268) 
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WE wish to share with you the celebration 
of this great Anniversary Year. We plan to do 
this in three important ways: 


. by making and shipping more 1847 Rogers Bros. 
than ever before. 


. by keeping prices to their present low level as 
long as possible. There has been no increase in 
price since the war; no decrease in the traditionally 
high quality. 

... by making 1947 a memorable year from an 
advertising standpoint. A great program of magazine 
and radio advertising will help you to get 
maximum sales identity in your store for 


1847 Rogers Bros. 


Thank you for your splendid co-operation 

while marketing conditions have been so trying. 

You will hear much more about our year-long 
anniversary celebration soon, and we are sure you will 
plan with us to make the most of this great opportunity. 
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Your Jewelry Industry Council 
Reports to You on Progress 


First in a series of periodic reports by the JIC on activities 
of the Council. Retail sales foreeast for first six months of 
1947 to be feature of initial membership meeting on Jan. 19. 


FOR JANUARY, 1947 


HE first general membership meeting of the Jewelry Industry Council will be 

held at the Waldorf-Astoria Hotel, in New York City, on Sunday, January 19. 
This date was set with the cooperation of the 24 Karat Club of New York, the 
Jewelers’ Vigilance Committee, and the Jewelers’ Security Alliance so as to avoid 
any conflict with meetings of those organizations. 


The meeting will start at 12 noon, opening with a “Brunch.” A fast-moving and 
interesting program has been planned, highlights of which will be, first, a forecast 
on retail jewelry sales for the next six months (February through August) month 
by month, by Dr. Arthur O. Dahlberg, president of U. S. Economics Corp. Dr. Dahl- 
berg, who is a noted economist and a widely recognized authority on business cycles, 
will base his talk upon special studies on prospective consumer income during the 
first half of 1947 and will show how that income will affect retail jewelry sales during 
that period. 


The second part of the program will be a preview of the Council’s 1947 program, 
& program designed to help sell more jewelry store merchandise to more people— 
more often. 


Members were advised by Chairman Kaufmann in a letter on November 25th on 
the work accomplished by the Council in the closing months of 1946. A quick report 
on these activities will be given at the forthcoming meeting on January 19. 


These jobs are things that have already been accomplished or started. Other 
projects now on the schedule require more research—more digging. Among these 
jobs are: 

What’s Popular in Jewelry This Season. Retail jewelers in all parts of the 
country have been quizzed for information on this subject. Newspaper and radio 
stories on the results should be out and in use before the January meeting. 


Effective Use of Windows When Store is Closed. A “why” and a “how” re- 
port on this subject may possibly reach you before the middle of January. 


Other subjects on which research and interviewing are taking place include: 


A modern wedding anniversary list; a report covering a plan on ways to sell 
more birthday gifts; exploratory work ‘for a possible commercial movie; exploratory 
work on national advertising possibilities, and, in addition, work is under way to get 
an idea for St. Valentine’s Day promotions in plenty of time to put its contents into 
use. Another plan that has been considered is a speakers’ bureau service to furnish 
material to members who are scheduled to talk before a business group, women’s club, 
social group, or any kind of club. Speeches on watches and silverware are now near- 
ing completion and check-up. These may be secured from headquarters of the Council. 


a eee 


Executive Director 
The Jewelry Industry Council 
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Rare cut glassware and figurines of 
china are featured in the main show- 
room at Foster's. Glass shelves in 
the arched display window make for 
an interesting and attractive showing. 
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From a $3 Lampshade 


To Luxury Merchandise 


EWELERS who want to increase their profits in 

china, sterling and glassware or who want to add 
these departments can learn how from the experiences 
of Van B. Foster, Sr., whose shop in Westwood, Calif., 
is one of the most profitable retail operations of its kind 
in the country. 

Foster is well known in the West both as a retailer 
and as an authority on objets d’ art. His shop is a 
favorite haunt of celebrities and since he is located in 
one of the wealthiest suburbs of Los Angeles, he gets a 
very high class trade and probably does a bigger volume 
in high-priced items than any other retailer in the 
country. Although many of his rare antique china and 
silver pieces retail for thousands of dollars, he also does 
a comfortable volume in medium and lower-priced lines. 

However, Foster is quick to point out that when he 
started his business in 1932, his total inventory was $300 
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and his most expensive item was a $5 lamp and shade. ' 
During those dark days of the depression he had invested 
part of the fortune he had made in the Oklahoma oil- 
fields in a Spanish style shop building in Westwood. 
Prosperity was supposed to be just around the corner, 
but within four months his tenants, like thousands of 
other small businesses, had to fold up. Because he hated 
to see empty shops, Foster decided to go into the retail 
business himself, although he had absolutely no knowl- 
edge of retail operations. 

He says he chose the giftwares business because it 
required little capital and—he thought—not a great 
amount of merchandising brains. By inquiring from 
other retailers and by looking in the telephone directory, 
he was able to ferret out resources. He had his own 
ideas on how to display and how to sell and he picked 
up a few more from inspecting other stores. He knew 
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Van Foster of Westwood, Calif... started 


out in 1932 with a $300 inventory; now 


his exclusive shop is a favorite haunt 


of many of the West Coast’s celebrities. 


quality and price from his own experience as a collector, 
much of it gained during his visits to Europe during the 
early ‘20’s. 

It was not long before Foster was making a little 
money, although other retailers in the same business 
were finding it hard to make ends meet. He was becom- 
ing increasingly fond of his enterprise and he realized 
that it could be quite profitable if he really worked at it. 
So he weeded out all of his cheaper goods and went in 
exclusively for sterling flatware, hollowware, crystal- 
ware, and china, and his business grew by leaps and 
bounds. 

Soon he was making a handsome profit in every de- 
partment but one—sterling’ flatware. Try as he could, 
he had no success in selling it, so he sold his entire flat- 
ware stock to a jeweler at five per cent less than he had 
paid for it. Within a year he had discovered his mistake: 
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One of the several sterling rooms at 
Foster's. Hollowware and serving 
trays are featured with platters 
hung from handles, affording the 
customer a complete view of the item. 


by JUANITA SAYER 


Fine china and crystal 
stemware complement each 
other in this simple but 
effective Foster display. 


he had been featuring one manufacturer’s line exclu- 

sively, with only a few price lines and not enough variety 

of patterns. He tried his luck at flatware again, this 

time with four representative sterling lines in a wide 
range of prices and a score of patterns. 

This time flatware was an immediate hit with his 
(Please turn to page 268) 
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The author at the microphone pre- 
senting her weekly program, “Jewels 
of Destiny” for Baird -North, Inc. 


by WINIFRED PARKER 


Radio Series on Jewels 
Build Gem Interest 


NLIKE most promotion-minded retailers who must 
search out an “interesting angle” for their adver- 
tising and promotion, jewelers have at their fingertips 
a subject that has interested man since his creation. The 
lore of vrecious gems has gained in story value through 
the ages so that today this subject easily finds a ready 
audience whenever it is presented. 

Baird-North, Inc., Providence, R. I., are among the 
jewelers who have capitalized on this story interest of 
gems with a radio show that is slanted directly toward 
providing entertainment for the vast radio audience as 
well as producing a “buyer audience” for their store. 

“Jewels of Destiny,” as the radio series is called by 
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its originator Winifred Parker, is now entering its fourth 
year of unbroken weekly continuity under the sponsor- 
ship of Baird-North. Its success on the air as well as 
the fruits of this success, shown by increased customer 
patronage of the store, is summed up by Jack Ronson, 
advertising manager of Baird-North, as follows: 
““Jewels of Destiny,’ since its start in 1943, has 
proven to us conclusively of its great value to our dia- 
mond department in prestige and sales. The show has 
held and increased its listening audience and definitely 
made direct sales of gems publicized on the air. 
“Requests were plentiful from the start for stories 
broadcasted and many suggestions were submitted for 
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‘Jewels of Destiny’, in its fourth unbroken year for Baird-North, 


Providence, R. I., has proven of great value to the firm’s | 


diamond department in creating both prestige and sales. 


stories to be told. Through these years into 1947, our 
diamond sales show a great increase in unit and volume, 
an increase we directly attribute to ‘Jewels of Destiny’ 
as an important factor to this.” 

The idea for this radio presentation was fostered 
several years ago by Mrs. Parker who was at that time 
collaborating in writing and acting in a 15-minute weekly 
dramatic show for the CBS outlet in Providence. Her 
husband inherited a collection of gems and mineralogical 


As a result of the program 
"Jewels of Destiny", many 
people become interested in 
gems for the first time and 
visit the Baird-North firm. 


specimens from an uncle who had been a professor of 
geology. Unable to keep the collection due to limited 
space in their small apartment, they decided it would be 
best to catalog the gems and contact various universities 
and private collectors who might be interested in owning 
it. In due time the collection was sold but the time that 
had been spent in cataloging it and the correspondence 
with people intimately connected with gems had awak- 
ened Mrs. Parker’s interest in gem lore. Always on the 
lookout for something new and different for the field of 
radio, it was out of this awakened interest that she con- 
ceived the idea of “Jewels of Destiny.” As she con- 
sidered the idea she felt that almost everyone in the 
world, at some time in their lives, has an interest in 
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jewels, and that people would like to know more about 
them—about their composition, their fascinating back- 
ground of folklore and legend, and about their very 
tangible historical significance. 

This was a subject, she believed, which, if treated 
properly, could be of real and continued interest to the 
entire body of the vast radio audience. There was also 
the conviction-that such a program could be of invaluable 
service to a top-flight jewelry store. It would build 





prestige—it would stimulate interest in the merchan- 
dise—it would help form an intelligent knowledge of the 
merchandise, and as such—it would create a “buying 
audience.” 

The whole idea, however, needed development. It 
meant hours of research and careful, studied interpreta- 
tion of historical facts. After two years of preparation, 
Mrs. Parker picked the right man when she took a sam- 
ple script to Richard Fenton, treasurer of Baird-North, 
Inc. She found an interested party in Mr. Fenton who, 
through his years of experience as a jeweler, felt that 
such a program designed to educate the public on the 
romance and beauty of precious jewels would find a 

(Please turn to page 270) 


207 








eS eee 


pares. eee 


RA ODD LEE LEAP PPD 


ean tints LILIA ALL LLOEAL AL AAD 


LLAMA PL LLLIL AI EDO 








General view of the interior of the new Jacobs store. 





Innovations in Store Design 
Achieved Without Losing Dignity 


The new home of A. L. Jacobs & Sons 
in San Diego, Calif., presents many 
new ideas which may be studied with 


profit by the progressive jeweler. 


Facade of the Jacobs store is of 
Italian Escallette marble. Plastic let- 
ters form the firm name, and 
the word "Jewelers" (upper right) 
is constructed of stainless steel. 

































































EPARTING sharply from conventional jewelry 
D store design, the new home of A. L. Jacobs & Sons, 
San Diego, Calif., offers many innovations which may 
be considered by jewelers interested in modernizing their 
premises. 

Designed by Jack Buck, San Diego architect, the store 
incorporates his own ideas and those of the owners. 

The front is constructed of genuine Italian Escalette 
marble in a rich rose color. Windows are of “showcase” 
design, with glass tops, and extend into the store two 
feet behind the double glass doors. 

Fixtures inside the store are of 25 per cent bleached 
black American walnut, with attractively curved bases. 
Tops are of 34” plate glass, somewhat thicker than that 
usually found in showcases. Overhanging tops on the 
front of the cases present an unusual and attractive 
appearance. 

Flooring, in the store, is a combination of asphalt tile 
and blue carpeting, the tile carrying out an alternating 
dark and light motif. 

All lighting, with the exception of the wall cases, is 
accomplished by direct spots from the canopy and the 
ceiling, thus eliminating light fixtures in the floor cases. 
Wall cases are illuminated by fluorescent tubing, the light 
being cast down and presenting an attractive appearance. 
Some light is also cast upward through the plate glass 
tops of the wall cases, thereby being reflected on the 
walls. 

Walls in the store are of a greenish yellow, the ceiling 
canopy is blue, and the ceiling itself is beige, thus con- 
trasting without clashing. A red plastic marker clock is 
installed in the center of the rear wall, adding another 
dash of color. 

A generous, built-in vault, equipped with a bank-type 
door and ventilating system is located in the rear of the 
store along with two diamond showrooms and adequate 
office and watch repair and wrapping space. 





Center of the store is iS 
given over to pens and — 
pencils, and watches. » 
Note the attractive way 
fluorescent lighting 
is thrown upward upon 
the walls from cases. 





The silver section, at the rear of 
the store, is carpeted in blue. Note 
comfortable furniture for customers. 
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Another view of the silver section. 
The display-cabinet style table is 
ideal for showing all merchandise. 
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Effective displays depend upon a central 
attraction that focuses attention upon the 
window. Here the dancing couple set 
against the mirrored background directs the 
eye to the advertising message which 
ties together jewelry and silver display. 





Planning Is Important 









For Window Showmanship 


The profit-pulling power of your 
displays depends upon the thought 
and eonsideration given them in 


their important planning stage 


HE jeweler designs his windows in the hope that 
shoppers will stop by instead of go by. Eye-grab- 
bing window layout is as varied as the stars, therefore 
we shall not detail the construction of sales-seducing 
window displays but shall present the fundamentals that 
comprise effective window showmanship that apply 
throughout the year and without which maximum results 
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are not obtainable regardless of the effectiveness of the 
trims. 

Planning is important. Too many jewelers wait until 
the last minute to install window trims, which accounts 
for the over-supply of sameness in jewelry windows. 
Mass displays of rings, watches, compacts in neat rows 
and built-up backgrounds produce no individuality and 
are like women wearing the same hats. 

The wise jeweler plans his window trims well in ad- 
vance, particularly before the big Christmas season. 
Planning involves more than just a few misty ideas. The 
jeweler should have a file of window trims gleaned from 
trade papers, house organs and other sources. These 
models, created by experts in the art of show window 
decor, are a gold mine of ideas. Before each installation 
the jeweler should prepare a rough sketch of the layout 
with the type merchandise to be displayed, any special 

(Please turn to page 271) 
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Many dramatic effects can be 
created through the medium of 
light. Here the use of light 
and shadow effectively directs 
the eye to the window and in 
turn to the display of jewelry. 


Simplicity is effective and econom- 
ical. Overcrowding creates confusion 
in customer's mind and does not make 
sales. A variety of timepieces are 
shown here with no hint of crowding. 


by FRED MERISH 


Window backgrounds should be kept 
simple so as not to compete with 


the merchandise for the shopper's 
attention. Too elaborate a back- 
ground here would have destroyed 
the effectiveness of this display. 

















Bert Chappel, an Ander. 
son's salesman, shows Miss 
Dorothy Price the handy 
features of a table-top set 
in the lower priced bracket, 
The radio display section 
is in the rear of the store, 


by CHET SPINK 
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imulates Jewelry Sales 


Anderson’s, Salt Lake City, Utah, has found that 
radios are, also, a profitable item in themselves 
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VARIETY of radio sets, as a sideline, have proven 
their value as a jewelry sales stimulator as well 
as a nice source of profit over a period of more than ten 
years for Anderson’s Jewelry Company, 263 South Main 
Street, in Salt Lake City, Utah. 

One of Salt Lake City’s oldest and best established 
jewelry stores, Anderson’s has a reputation for handling 
quality merchandise and a high percentage of the city’s 
shoppers know that the store’s motto, “Utah’s Greatest 
Jewelers,” is more than a mere statement. 

“Our reputation for handling quality merchandise was 
well established,” said F. W. Maynes, Anderson’s man- 
ager, “when we decided that fine radios, rapidly heading 
into the category of decorative merchandise, as well as 
being a precision instrument, should be handled in a 
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jewelry store. They just seemed to fit in with the 
jewelry, watches, clocks and other items ordinarily 
handled by jewelers. 

“Today we are more than ever enthusiastic about 
radios as a sideline, because we have learned through 
experience that many of our customers who are first 
brought into our store, to inspect radios, also stay to 
look at jewelry—and quite frequently buy. In a similar 
manner, our jewelry customers, particularly those who 
have an account with us, find it convenient to buy radios 
from us.” 

The radios that Anderson’s featured during and im- 
mediately after the war, few as they may have been, 
more than ever proved to be a stimulant that brought 
more and more new customers in, Mr. Maynes said. 

Although the radios displayed in the store windows 
and store displays may number as high as a dozen or 
more, they are never displayed in such quantities as to 
overshadow primary jewelry store merchandise. 


Salesman Chappel demonstrates to a cus- 


tomer the ease with which smaller sets 
may be carried about from room to room. 
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In October, 1946, Mr. Maynes had several hundred 
sets in stock. These included several different makes, 
and as wide a variety of models as possible. Carried in 
a wide price variety, their appeal not only reaches dia- 
mond customers, but those who come in to shop for cos- 
tume jewelry, as well. Featured, ordinarily, in a small 
floor space are consoles running into five and six hundred 
dollars in price. Also shown are popular table models 
priced as low as $25.00. 

Anderson’s have learned that their radios need only 
be carried in their newspaper advertising once, or occa- 
sionally twice, each month. But in those ads, radios 

(Please turn to page 273) 


Anderson's devotes window display space to 
radios at least two weeks out of each month. 
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U. 8. Received Smaller Share 
Of Swiss Watch Output in 1945 








Statistics indicate that although exports to this country 


were highest in history last year, the pereentage of total 


production was lower than it had been in the preceding year. 


LTHOUGH Swiss watch exports to the United 

States hit an all-time high in 1945 when nearly 

nine and a quarter million were shipped here, it was 

actually a smaller percentage of the total Swiss produc- 
tion than in the preceding year, 1944. 

Hitherto unavailable information concerning Swiss 
watch exports has now been published by the Union 
Bank of Switzerland in a small brochure entitled “The 
Watch Industry of Switzerland.” Much interesting 
material is contained in the booklet, particularly sta- 
tistics concerning watch exports, employment and pro- 
duction costs. 

Statistics covering the exportation of watches, given 
in round numbers, indicate that although peak exportation 
of watches occurred in 1938, the United States received 
but 8.8 per cent of the total. In 1944, however, although 
total exports were somewhat less than half of the 1938 
total, the United States received 55 per cent of the total, 
almost seven times as many as in ’38. 

The figures for total Swiss watch exports, compared 
with those sent to the United States between 1938 and 
1945, are as follows: 

















Swiss Percentage 

Total Watches of Total 

Swiss Imported Received 
Year Exports! by U.S.A.2 by U.S.A. 
tins iL agamell 26,600,000 2,386,226 8.8 
en i scm 19,900,000 2,925,515 14.8 
i. .eteieseoue’ 17,400,000 3,760, 21 
a ss wit aiid 15,900,000 4,265 ,626 26 
SS 15,400,000 5,360 , 587 34 
Rees 15,000,000 8,009 ,887 53 
I ac ies a eee 12,300,000 6,800,785 55 
TAS ae. 19,200,000 9,311,846 48 





21Source: Union Bank of Switzerland, “The Watch Industry 


of. - noone al 
U. S. Department of Commerce publications, FT- 
110-6, ‘Scheduie 9, “Miscellaneous Imports of Commodities by 
ountries.” 


In connection with exports of Swiss-manufactured 
watches, a chart in the booklet indicates Switzerland’s 
markets for the years 1920, 1929, 1932, 1938, 1944 and 
1945. With the exception of the year 1932, when the 
depression caused a sharp decline, the United States 
appears to have been the greatest single customer for 
Swiss watches. The figures follow: 
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Watch Exports to Various Countries, in Millions of Dollars, 























1920-1945 
Countries 1920 | 1929 | 1932 | 1938 | 1944 | 1945 
’ Seer 72 65 7 39 | 101 | 242 
Canada Pe ere ey 4 8 3 5 15 26 
Fe 14 1 10 18 26 
See 8 3 1 5 g 24 
Great Britain......... 36 28 15 31 26 16 
British India.......... * * . 21; 12 14 
xe 5 len ine ° ° ° 1 5 13 
Mexico............... 2 1 ¢ 2 6 12 
Seer ° ° ° 1 7 11 
Sweden.............. 5 5 2 8 17 11 
EARS erent 15 18 8 13 3 6 
ERED cae on 20 8 3 0 8 6 
Australia............. 7 7 1 7 4 6 
U. of So. Africa * . . 5 7 6 
Belgium.............. 6 5 3 4 1 4 
ok as godlias 9 34 7 19 242 2 
eg cay Bias 8 18 14 19 2 1 
Denmark............. 5 4 1 3 1 1 
Czechoslovakia........ 1 6 4 6 33 1 
Netherlands.......... 6 5 2 4 0 0 
eee 2 2 1 3 0 0 
Poland............... 1 6 1 6 0 0 
Ns se tele 12 8 3 6 1 0 
Pee 19 16 3 2 0 0 
a 2 acts eae 69 54 6 40 33 65 
re 326 | 307 86 | 241 | 303 | 483 








1Including Ceylon and the Maldive Islands. 
2Including Austria. 
Only Slovakia. 


LOCATION OF THE SWISS INDUSTRY 


Basically, watch manufacturing in Switzerland is 
located in the northern and western edges of the country, 
bordering upon Germany and France. The industry be- 
gan in the vicinity of Geneva in about 1587, and during 
the 17th, 18th and 19th centuries the Geneva industry 
reached a high degree of prosperity. 


A secondary center of the watch manufacturing indus- 
try arose in the Joux valley of the canton of Vaud dur- 
ing the 17th and 18th centuries. Today, the industry is 
established throughout the Jura mountains, from the 
Rhone to the Rhine. Geneva has maintained its repu- 
tation as a center of luxury watches, the craftsmen of the 
Joux valley specialize in such pieces compliqueés as 

(Please turn to page 274) 
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Three generations of watchmakers, engineers, and technicians 
in the Longines factory have concentrated on the problem of 
making Longines watches ever better. The measure of their 
success is an unbroken sequence of public honors bestowed on 
Longines watches for excellence, elegance, and accuracy. Ten 
world’s fair grand prizes, 28 gold medals, and innumerable 


awards from government observatories are some of these honors. 


Stoduedl of Longines Nittnauar Wald Cn. 3 . v so 
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THE LONGINES SYMPHONETTE, MISHEL PIASTRO, CONDUCTOR + ON LEADING RADIO STATIONS COAST-TO-COAST 
THE IMPRESSIVE SERIES OF FULL-PAGE MAGAZINE ADVERTISEMENTS WILL CONTINUE IN 1947 
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Make Your Ads Pay Ofi 


It’s a wise jeweler who considers every angle of his advertising 








expenditures, since not every medium has equal effectiveness and 


frequently rates vary beeause of space, ad format, other factors. 


ITH the return of competitive conditions many 
a jeweler is going to be tempted to splurge money 
on advertising in order to win and hold business against 
this new competition. Advertising has always been a 
“must” for success in the jewelry business but money can 
be thrown away in the name of advertising as readily as 
in any other phase of business management. 

We have checked the year’s forthcoming advertising 
campaigns of a number of successful jewelers and from 
these have compiled a number of suggestions as to how 
the jeweler can profitably expend whatever sum he sets 
aside for advertising purposes. They are adaptable to 
any size budget or any type of store operation. 

Plan a regular advertising campaign. It is far wiser 
to use small space and repeat in every issue of a pub- 
lication than to splurge on large space every now and 
then; except when a special announcement or sale is 
made and then the space should dominate everything on 
the publication’s page. 3 

Buy space at best rates. Often advertising will cost 
less if more space is purchased. For example, if the 
campaign calls for 985 lines at a rate of 10 cents the 
cost will be $98.50 but study of the publication’s rate 
cards reveals that 1,000 lines or above brings a rate of 
8 cents or a total cost of $80.00, a saving of $18.50 and 
an additional lineage of 15 lines of copy. Study rate 
cards carefully for such saving factors as this as well as 
other discounts. 

Simpler advertising can be purchased cheaper. A great 
many newspapers sometimes offer discounts from their 
regular rates for standing ads without change of copy; 
others give discounts for simply constructed advertising 
without complicated boxes or type arrangements. Check 
into this possibility. 

Avoid “charity” advertising. Ninety-nine times out of 
a hundred money spent for advertising in irregular and 
promotional publications is nothing but an “outright” 
donation to the publisher and bririgs no results whatso- 
ever. When such solicitors come around, ask if they have 
been approved by the local Chamber of Commerce, 
Better Business Bureau, Advertising Club, or whatever 
organization checks such solicitations. If they have not 
then suggest you will consider their proposition when 
they have obtained this approval. 
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by ERNEST W. FAIR 


Don’t scatter advertising. Skipping around from one 
publication to another seldom gets results because it 
destroys the effectivness of consecutive advertising and, 
most important, because such irregular space purchases 
secure no special handling or consideration with the 
medium such as is normally given a consistent adver- 
tiser. This makes a lot of difference when such factors 
as placing of an ad on a general page are concerned. 

“Card” advertising is wasted money. This is the type 
of ad using one or two inch space which is set on a page 
containing scores of similar ads and which no one reads. 
Demand space next to reading matter. This “card” type 
of advertising is effective in trade and similar publica- 
tions but in newspapers it is so much waste for the ad- 
vertiser. 

Check circulation figures closely. The smaller the 
newspaper the more chance of padded circulation. Be- 
fore you buy demand certified statements as to how the 
total circulation figure is broken down. One jeweler 
thought he was buying 5,000 circulation in his small- 
town newspaper but one day discovered that 2,350 copies 
were being mailed out of the area. His actual effective 
advertising was then less than 2,000 copies at a 5,000 
price. | 
Tie-in a local angle if possible. This is always 2 good 
attention getter in small town or big city advertising, it 
makes little difference. 

Run checks to see which of the local mediums pays 
best. It never pays to guess about which publication is 
bringing the best returns. One jeweler made a check by 
offering a special in one paper and not mentioning it in 
his advertising in the other. Some such offer presents a 
good way to check the pulling power of a publication 
and where one paper may have 70 per cent pulling power 
against 30 per cent for the other, it is hardly profitable 
to advertise in the second. 

Demand excellence in typography and press work. 
Many newspapers, particularly in smaller cities and 
towns, make no effort to prepare attractive ads or print 
them so that they can be read because advertisers do not 
insist on this. A badly made up, poorly-printed ad is 

(Please turn to page 274) 
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Shown In Slightly 
Reduced Size 









A breath-taking departure in lighter many millions of magazine readers and 
radio listeners. It will then appear 
continuously in RONSON ’s vast mass 


publication and radio advertising 


design is this smartly slim, strikingly 
handsome RONSON lighter for men 


and women...a possession to treasure 


schedule. In all messages it is empha- 
sized that the RONSON ADONIS 


with their finest personal jewelry and 
_ to trust through the years. It snuggles 


Available now in limited 


quantities through your 


RONSON jobber. 














into palm, nestles unobtrusively in 
pocket or bag. And, of course, the 
ADONIS features that famous, pat- 
ented RONSON safety action... 


“2 ° e ? 
Press, it’s lit! ... Release, it's out! 


The ADONIS will make its public 
debut during February and March 
through a massive introductory adver- 


tising campaign with a circulation of 


is a painstakingly-produced, precision 
masterpiece and, therefore, available 


in limited quantities only. 


ADONIS is a fine jewelry piece, 
designed to strengthen further the 
overwhelming public acceptance of 
RONSON as the World’s Greatest 
Lighter, thus continuing to build prof- 


itable store traflic for you. 


ON 1HE AIR 

Tune in on RONSON’s 

“20 Questions” Saturday 
nights, Mutual Network 
(Pacific Coast, Sunday nights). 


For time and station, see your 
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New “Dress-Up” 
Fashion Demands 


Lavish Jewelry 





Dramatizing the brilliance of all-white both in 
diamonds and fabric, these long-stemmed 
leaves of baguette and brilliant-cut stones were 
worn with an all-white gown by Traina-Norell. 


New versions of a frost-and-fire pattern in clips 
with multiple uses, shown at left as ear-clips 
and as an assymetric necklace with diamond 
snake chain, were worn with this deep-necked 
black satin gown with puffed ruffle and shoulder 
caps created by movie designer Omar Kiam. 





HE postwar return to elegance in feminine attire, 

especially for evening, which is the dominant note 
in this winter’s modes, definitely calls for elaborate and 
impressive jewelry, in the opinion of leading fashion 
authorities. 

Necklaces are a “must,” they say, to adorn the bare 
expanses of neck and bosom uncovered by the extreme 
decolletages that characterize the new evening gowns; 
ears exposed by the upswept hair-dos cry for earrings; 





Highlighted in the show were the flexible all- 
diamond bracelets with bulky, crest-like tops, 
their extra weight and solidity providing the 
opportunity for varied uses such as a brilliant 
ornament in high-swept hair. New, too, is dia- 
mond and platinum flower spray worn on ear. 
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One daisy in a dew-starred field smiles 
brightly as a little sun; it lifts its head to 
tell her she's in love. With such distinction 
her diamond, too. will some day shine for 
her more glorious than all other gems. 
Her engagement ring-stone must he one apart. 
hers alone. It need not be of many 
carats, for color, ¢larity and cutting are 
as important as actual weight. You will need 


the judgment of a trusted jeweler. 


De Beers Consolidated Mines, Ltd., 


and Associated Companies. 





|e rere ennee eee ce wee 


€9 One-quarter Carat $110 to $225 


&) One-half Carat #275 to $525 





€) One Carat $665 to $1250 


&) Two Curais from $2000 


The prices nheve for aumeunied stones were averaged from 
a great many stores in July, 1946. Add 20% Federal tax. 





lt speaks for you. Into a well-known story, diamond advertising now weaves 
new drama. Unusual color pages spark new interest in the stone of stones. And 
fan the flames of sound tradition—the diamond engagement ring. This year, too, 
all 112 million messages speak in your behalf. They point-up the importance of 
seeking advice from a trusted jeweler. De Beers Consolidated Mines, Ltd., and 
Associated Companies. 





SEE THIS ADVERTISING IN: LIFE « THE SATURDAY EVENING POST «+ COLLIER’S + 
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and the elaborate coiffures piled atop the head should 
be set off with a jeweled ornament as the final crowning 
touch. | 

How this renaissance of luxury in fashion may be put 
to good account by the jeweler was dramatically high- 
lighted at the first diamond fashion show to be held after 
the war. Staged at the St. Regis Hotel in New York on 
November 20, it was attended by a throng of fashion 
editors from the “slick” magazines, and metropolitan 
newspapers, who gave it the stamp of their unqualified 
approval. 

Beautiful models, gowned in the newest creations of 
the foremost couturiers, demonstrated how even the most 
gorgeous of girls and gowns gain added grandeur and 
beauty by the magnificent ‘“‘white fire” of diamonds and 
platinum. 


Favorite piece is this ribboned flower of dia- 
monds clipped slightly off center on a diamond 
snake chain. The flower motif of the necklace 
is repeated in the ear-clips and in a bracelet. 


Heavy necklaces are again in demand because 
of the new deep decolletage. Shown above is 
one with a pendant question mark of baguette 
and brilliant-cut diamonds circling a pear- 
shaped diamond. Clips are broken-circle design. 


Featured at the showing were the varied uses 
of new all-white diamond bracelets. Here they 
are shown as a vertical epaulette on a white 
ball gown by Traina-Norell and also as brilliant 
highlight in the model's side-swept coiffure. 


The jewelry, which was by Van Cleef and Arpels, 
noted leaders in the field of styling, was indeed impres- 
sive. Necklaces featured breath-taking diamond orna- 
ments suspended from flexible diamond bands encircling 
the neck; elaborate earrings of intricate design and 
lavish size decorated the ears; bracelets were wide and 
flexible and crowned with crest-like ornamentation; 
versatile diamond clips alternated between glorifying the 
bodice and the coiffure; and massive rings completed the 
picture of the modish woman of 1947. 

Naturally, few women—or their husbands—can af- 
ford such pieces as those which were displayed at this 
fashion show and which are shown in the accompanying 
photos. But the woman of more modest means can carry 
out the same style note with less expensive items, and the 
jeweler who takes advantage of and promotes this 
fashion idea should reap a worth-while harvest. 
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. Like a Diamond in the sky. 

















From the tiniest satellite to the most magnificent luminary... the 


diamonds your customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or for 


exquisite mounted jewelry, you are cordially invited to discuss 


your problems with the HARRY WINSTON Organization. 


JONKER VARGAS ano lI RERATOR DIAMONDS 
THE WINSTON COLLECTIONS MAY BE SHOWN 
On OCOHCSY RY CINE JEWELERS IN YOUR CITY 


HARRY WINSTON. 
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Employees Suggestions 


Imerease Store Efficiency 


Incentive prizes for 
good suggestions, and 
then putting the ideas 
into actual practice 
ean pay dividends for 
the jeweler who really 
wants to cut costs 


and improve efficiency. 


by DAVID MARKSTEIN 


N the last seven years, the Illinois Central Railroad 

paid out almost $380,000 to employees for their 
ideas—and realized savings amounting to many times 
that figure by following suggestions from the ranks. 
An intensive campaign, sparked with the offer of cash 
rewards for employee ideas used, brought nearly 200,000 
efficient twists and gimmicks to the attention of the 
I. C.’s top management. 

Ideas from the bottom, from salespeople, can likewise 
save millions of collective dollars in jewelry store oper- 
ations, cut cost corners, bring out new ways of doing 
old things that wouldn’t occur to the boss or because 
he can’t know every twist that individual employees 
have worked out or because he has become so habituated 
to doing things in a certain way that he doesn’t think 
in terms of other methods. Hundreds of businesses 
throughout the country save millions of dollars annually 
by using their workers’ suggestions; why shouldn’t the 
jeweler do likewise? 

Procedure for setting up a working employee-sugges- 
tion system which will bring in the bacon breaks down 
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DROP 
SUGGESTIONS 
HERE 


into four phases: (1) securing the suggestions; (2) 
checking their practicability; (3) rewarding the sug- 
gestors in money or glory or both; and (4) setting up 
machinery for putting workable suggestions into action. 

To do the full amount of good it is capable of doing, 
a suggestion system can’t be instituted haphazardly. It 
takes work and organization. But an efficient system 
will pay dividends far in excess of its inaugurating and 
operating cost. 

First step is to merchandise the system in the same 
sales-minded way that would be applied to the selling 
of goods. It is necessary to let employees know that the 
system is there, then sell them thoroughly on the idea 
that the company is sincere in wanting their suggestions 
for smoother operation, and that the suggestions will 
be used and appreciated. To do this every tool in the 
sales promotion kit must be used. 

». Initial step is to tell about the system at a meeting 

of all hands. The boss himself should do the talking so 

that employees will know that their ideas are welcomed 
(Please turn to page 275) 
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-- - A Merchandising Primer 


Most widely known of these gems are the common red or 
Bohemian garnet, shown here in matrix and cut stones. 


A condensation of the facts and fiction on the 


birthstones in an easy-to-read form for jewelers 


to pass on to their customers. 


ARNET, the birthstone for January, is a general 

mineral name, like feldspar, and under this name 
there are many varieties with different compositions, 
colors, and properties. Several of the members of the 
series, however, share the properties which make a 
mineral a gem. A certain amount of hardness is theirs 
and while rarity in a clear state is common to all, as is 
beautiful coloration and high refractive index which 
makes all brilliant (though this property is best seen 
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in the paler stones), a strong dispersion gives these 
same pale stones a fire equalled only by zircon and 
diamond among the common gems. 

The garnet group is a series of complex silicates of 
calcium, aluminum, magnesium, iron, manganese, and so 
on. They crystallize in the cubic system, like spinels 
and diamonds. Various names are given to the different 
chemical combinations: grossularite, spessartite, alman- 

(Please turn to page 276) 


THE JEWELERS’ CIRCULAR-KEYSTONE 











ways CConsull Stone Headguarters r 













S. NATHAN & CO., INC. 


610 Fifth Avenue, New York 20, N. Y. 
40 Fountain Street, Providence, R. I. 
Our reputation has been built on 

integrity and fair dealing, basic 

principles ever since we started in 1901, 

by experience, and learning that taking 
good care of customers always bring 
dividends, and by sources of supply in every 
part of the world, so that we always have 
representative and well priced stocks of all 


precious, semi-precious and synthetic stones. 


ng 


VICTORIA PEARL CO., LTD. 


610 Fifth Avenue, New York 20, N. Y. 


ORIENTAL, CULTURED and SIMULATED PEARLS 
The 1947 line of VICTORIA simulated pearls will soon be ready; 


quality necklaces, chokers and bracelets at prices to show large profits. 


Be sure to see the new plastic packaging and watch for the 


announcement of the big National advertising campaign. 


VICTORIA simulated pearls are sold only to retail jewelers through 


VICTORIA distributors: Write us for the name of the one nearest you. 


GL Very Happy Mow Year 
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Though he is 
over 70, Mr. A. 
Bartley is at 
his store each 
day, planning 
new ways to 
surprise and 
please people 
in) community. 


The Little Things Can Count 


In Building a ‘Friendly Business 


Just smiling at your customers isn’t enough to win a reputation 


oy 
As 
we 

be 
ze 


as a friendly jeweler. A. 1} 


Bartley, Norfolk, Va., has learned 


that small favors and remiembrane es insure customer loyalty. 


GOOD memory, aided by a complete card index 

file, and putting into practice its motto of friend- 
liness, have paid dividends to the A. Bartley & Sons 
jewelry stores in Norfolk, Va. 

The company, founded 40 years ago on the site of its 
present “home” store at 237 Church Street, works on 
the policy of “once a customer, always a customer.” 
And this is not just a policy—more, it is a theory put 
into practice. 

A. Bartley, the founder, who is in his 70’s goes to the 
store every morning at 9 o'clock along with his em- 
ployees, claims among his present day customers persons 
he served more than 30 years ago. How does he keep 
the customers? He does more than just provide them 
with dependable merchandise and courtesy. 

When A. Bartley & Sons sells an engagement ring, 
the sale is usually the beginning of a long dealer-cus- 
tomer friendship. Of course, the next step is to sell the 
wedding band, unless both rings are purchased at once. 
Then starts a cycle that continues on into the next 


generation. ; 
The store makes a memorandum of the wedding date, 
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by S. L. GRIFFIN 


sends anniversary greetings and, when each child is 
born he or she gets a baby ring from A. Bartley & Sons. 
The birth date of the child is noted and he or she also 
gets a remembrance each year. 

Also, the store keeps in touch with its customers, many 
of whom, needless to say, are members of families that 
are among the oldest residents of Norfolk. And when 
a member of the family is sick, flowers are sent to the 
home or hospital. The store also remembers the family 
in the same way in case of a death of one of its men- 
bers. The gratitude and the friendliness for the store 
that is created by these thoughtful and personal touches 
is almost incredible. 

“It sounds as if we give away a lot, but it is the best 
advertising and pays the best dividends of anything we 
could do,” said Julia Berger, one of the oldest employees 
in point of service in the Bartley stores. 

Bartley’s also has another little personal service tha 

(Please turn to page 280) tot 
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A Multi-Facet diamond 
with 40 extra facets 


cut around the outer rim... 


which gives amazing extra brilliance. 


# PAT. &@ REG. U. S. @ FOREIGN COUNTRIES © 1947 


WATCH ror’ Multi ~lacet’s MULTIPLICITY 


OF ADVERTISING DURING 1947 


We’re putting more advertising power behind this unique diamond—the only one of its kind in the world. We’re 


stressing its 40 extra facets, its amazing brilliance, its appearance of greater size, its lifetime guarantée against 


chipping. Join Multi-Facet’s spectacular rise in sales—and jewelers’ profits. Write for franchise availability. 


MULTI-FACET DIAMOND CORPORATION 551 Fifth Avenue, New York 17, N.Y. « London * Amsterdam * Antwerp 








Jewelry section at the ‘Britain 
Can Make it’ exhibition, at left. 
Below: Rubies set in yellow gold 
are employed in a floral effect 
in clip of graceful modern lines. 


Britain Shows Her 
New Jewelry Designs 


EW designs in British jewelry are being displayed at 

the present time at the “Britain Can Make It” exhibi- 

tion in London, sponsored by the Council of Industrial Design. 

Before the exhibition was opened, a committee of experts met 

in the historic, bomb-damaged Goldsmiths’ Hall in London, to 
select the new designs submitted by British jewelers. 

Following the vogue current in the United States, the new 

designs feature the use of colored gold in many variations as 

well as the new “composite” jewelry; one large, single piece 

which “breaks up” into smaller pieces such as earrings, clips, 


and pins. Simple flower spray of colored 
golds with flowers in platinum, 
rubies and diamonds was one of 
the pieces selected to be shown. 


This platinum bracelet, encrusted with This dress clip is. of polished-and .- 
diamonds and rubies, is part of a com- matte gold with a circlet of dia- 
posite set which, when broken up, can monds and rubies set in platinum. 
be worn as a brooch, clip and earrings. 
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In glass stones—OVAL-Imported 
means top-flight! 


















Yes, we repeat—nothing finer can be 

said of any glass stones than: “They're 
OVAL-IMPORTED”. For OVAL-imported 
colored stones are matchless not only for 
their unmistakable resemblance to mined 


radiance and all-around durability. Manu- 
facturers’ constant demand for Oval-imported 


glass stones is convincing proof that Oval-stone- 


set jewelry is first choice in the consumer market! 


Jewelry shown by Hollywood Jewelry Mig. Co. 


OVAL MANUFACTURING CO., Inc. + 64 W. 36th St., New York 18 


OVAL IMPORTING CO.., Inc. * 212 Union Street, PROVIDENCE, R. | TRUE COLOR, GEM-LIKE, GLASS STONES 
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gems, but for their own intrinsic beauty, » 
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Radio Series Features Appraisals 
By Panel of Qualified Experts 


Program started out as an effort to appraise jewelry brought 


back by returning servicemen now seeks to enlighten the public 


on value of paintings, books, stamps and manuscripts. 


Board of experts 
for “What's It 
Worth" feature, 
left to right, Kent 
Stiles, New York 
Times stamp edi- 
tor; Jerome Wiss, 
Newark, N. J., 
jeweler; Sigmund 
Rothschild, art ex- 
pert, and Laurence 
Verry, expert on 
rare books. 


ACH Sunday afternoon at 4:00 a board of “experts” 
faces a microphone high in a New York skyscraper 
and attempts to tell the audience the value of an assort- 
ment of objects which have been brought in for appraisal. 
Broadcast as “What’s It Worth?” over New York’s 
WNEYW, the program serves as a clearing house for in- 
formation about almost every conceivable rare item, from 
jewels, coins and stamps to books and oil paintings. 
Originally, the program was conceived exclusively for 
jewelry appraisal—prompted, somewhat, by the numbers 
of servicemen returning from Europe and Japan with 
“liberated”’ baubles. However, even before it reached 
the air for the first time, the show’s scope was widened 
to accommodate almost every type of valuable (or pos- 
sibly valuable) item. 
Last May, in an effort to publicize the term “Registered 
Jeweler, A.G.S.,” the American Gem Society engaged a 
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Manhattan publicity firm. Originally, the idea was to 
inform the public that registered jewelers would appraise 
jewelry as a service for returning servicemen. This, it 
was felt, would reduce the menace of a few unscrupulous 
persons who were ‘‘appraising” gems as valueless, then 
buying them from the unsuspecting ex-GI for a song. 

The agency handling the promotional program, in an 
effort to publicize this offer to the hilt, approached 
Jerome Wiss, Newark, N. J., A.G.S. member and an 
outstanding jewelry retailer, and asked if he would con- 
duct a radio series featuring “on the spot” identifications 
and appraisals of gems. Horrified, Mr. Wiss protested 
that no one could make positive identifications on the 
spur-of-the-moment, and explained that instruments and 
plenty of time would be required. 

Nothing daunted, the agency then asked Mr. Wiss if 

(Please turn to page 281) 
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MR. ED NEUMANN 


OUTSTANDING JEWELER 
DISTINGUISHED CITIZEN 
TOLEDO, OHIO 


We salute Mr. Neumann, outstanding jeweler 
and citizen of Toledo. A native Toledoan... 
his successful operation of 20 years in the 
business has established him as Toledo’s 
favorite center for precious stones and 
other adornments of value. Besides his regu- 
lar business activities, Mr. Neumann finds 
enough time to be active in the Chamber 
of Commerce, Toledo Downtown Exchange 
Club, Toledo Council of Catholic Men, and 
other civic enterprises. Mr. Neumann 
is justifiably proud of his Magic Circle 
Diamonds, and we are proud to have him 
as a member of the Magic Circle family. 
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All diamonds cut in our odera actory 


Diamond Rings . .  .  . Diamond Bracelets 
Diamond Earrings . Diamond Watch Attachments 


| ca 
, Importers of Melee , 


ESTABLISHED IN NEW YORK CITY SINCE 1914 


.& J. BLITS 


Diamond Cutters 
64 WEST 48th STREET NEW YORK 19, N. Y. 
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know the answers to all of the questions asked, great 
curiosity (and readership) is aroused. As much as any- 
thing else, probably, the little nuggets of information 
make excellent “‘small talk,” suitable for use on an occa- 
sion when conversation tends to lag. 

Some of the ads, in fact, tend to tease the curious by 
partly answering the question and leaving out the full 
explanation. A case in point is one ad which asks “‘Why 
does the bride throw her bouquet?” The answer given 
is simple: “It started in Britain where it was a custom 
for the bride to throw her stocking among the brides- 
maids. Whoever caught the stocking was to be the next 
bride.” No effort is made to explain why the bride threw 
her stocking (or why catching it should make a brides- 
maid eligible), but numerous fascinating conjectures are 
possible. 

Below the four or five lines of text which explain the 
origin of a specific wedding custom, several additional 
lines are used to advertise the store as bridal head- 
quarters. For instance, following the explanation of 
the bouquet-stocking business, the ad continues: “When 
you're the next bride come see the exciting collection of 
Enchantment wedding rings in Lambert Brothers’ 
‘romance corner.’ Imagine, 83 designs, each one ex- 
quisite and unique! From $6 to $1000.” 


The impetus for the “wedding custom” series came, 
naturally enough, from the nation’s skyrocketing mar- 
riage rate. Convinced that the extraordinary number 
of marriages called for something extraordinary in the 
way of promotion, Lamberts decided to capitalize on the 
trend and push the sale of rings and bridal jewelry. 


However, it was felt that large-space merchandise ads 
would be uneconomical and, instead, a continuing small- 
space promotion with high readership was favored. 
Occasionally, it was felt, larger insertions would profit 
by reader interest in the small ads. 


After preliminary conferences, selection of drawings, 
etc., the intriguing series designed to appeal to the 
public’s curiosity was evolved. Polished into shape, the 
series was scheduled to run on alternate days in two of 
New York’s most widely-read newspapers, the Times 
and the Daily News. Employing these media would 
reach a large segment of the public, it was felt, since 
the former paper appealed to the more literate section 
of the public and the latter to the masses. | 


The ads, as run, had a high degree of “personal 
appeal,” being signed “by Ann Merrill.”” Oddly enough 
this is a real person, a copywriter on the staff of the 
advertising agency handling the Lambert account, and 
she writes all of the copy, supervises the art-work and 
layouts, and polishes off the finished product. 

Actually, the “alternate days” technique originally 
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Lambert Brothers, New York jewelers, feature odd facts and 
folklore in a small-space advertising campaign which explains 


the origin of numerous customs surrounding the marriage. 













considered underwent some modification. It was decided 
to run the ads on alternate days for several weeks, then 
follow up the effort with a large-space insertion, A 
period would then follow in which the ads did not appear 
at all (thereby keeping the public on the look-out), and 
this lay-off would be followed by another series of the 
ads. Thus, public interest was heightened, paradoxically 
enough, by insertions which did not appear. 


The philosophy behind all of Lambert's advertising, 
of course, is far more than an attempt merely to sell 
goods (although that is a perfectly legitimate objective), 
In its newspaper insertions the firm strives, also, to sell 
the store institutionally by making it’s advertising look 
smart, by portraying merchandise in an accurate manner, 
and by keeping ad appeal not only to present customers 
but, also, toward new customers and traffic. The firm 
realizes that new customers are the life blood of any 
enterprise. 

Material for the ‘wedding customs” series is well- 
night inexhaustible, and the series may well run for a 
long time to come. Regardless of its length, however, 
one thing is certain: use of the ads has attracted much 
attention to the Lambert store, and made many new 
friends for the firm. 








and each one is more beautiful than the last! 

Here, where three generations of lovely young 

bride, have chosen their wedding rings, you'll find your 
heart's desire. ft may be a slender gold bend. . 


or 8 diamond-studded circlet. But no matter how 
Gitte you pay, zach one ci the &3 designs in our 
Romance Corner is in tune with the Lambert tradition. 
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In between each group of wedding customs, a larger 
ad is run to capitalize on highly developed readership. 
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BLUE & WHITE 


In tremendous demand before 1941, ZIRCON mounted 
jewelry has come back to recapture its great popularity and 
is reaching new heights at a spectacular rate throughout 


the entire country. 





This Company, the only stone house specializing exclu- 
sively in GENUINE ZIRCGONS, has available for imme- 
diate delivery any quantity of beautiful blues and whites in 
all sizes. Qualities for every grade of jewelry from Sterling 


to Platinum. 





JAMES A. DRILLING COMPANY, Inc. 
2 WEST 46th STREET 
New York 19, N. Y. 


Phone: LOngacre 3-3033 
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Old Jewels Create 


HE old in the new—that’s the advertising principle 
which marked an increase in sales for the young 
jewelry store manager who followed it! And this use of 
a precious antique as a window display proved of such 
pulling power that a continuous succession of such win- 
dow displays of old heirlooms is planned for the future. 
One of the newest jewelry stores in Milwaukee, 
Josef’s, in the heart of downtown Milwaukee, had to do 
a lot of catching up. Nearby were many stores with old, 
famous, and reliable names. Many of the other down- 
town jewelry firms were landmarks of the town and bore 
names of the pioneers who had settled the city. So young 
Joe Tanezer knew he would have to give of his very best 
in order to make his store compete with all those others. 
Completed in November of 1945, this small but com- 
pletely modern store with its stainless steel front, clear- 
vue windows, and fluted background glass, one of the 
finest in appearance, was scheduled to carry higher- 
priced merchandise. Inside, the light-colored birchwood 
walls and recessed, soft lighting gave a relaxed look to 
the place, and its small size made it seem very intimate 
and personal. 

But barring the newness of the store, the sales weren’t 
increasing as they should. Mr. Tanezer knew it would 
take some time till his little place became firmly estab- 
lished with local jewelry buyers. His impatience got 
him to thinking about how he could improve his window 
displays, so that he would encourage more store traffic. 

The attractive modern neon sign that blinked above 
the black monel which topped the wide windows was a 
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This sculptured silver 
mantel piece, encrusted 
with diamonds, rubies. 
and sapphires, drew 
large crowd to windows 
of new Tanezer store. 


by SILVIA SCHUSTER 


New Interest 


Antique jewelry proves a drawing 
eard in establishing customer 
interest in new store of Joseph 


Tanezer, in Milwaukee. Wiseonsin. 


teasing invitation to passersby to come in but Joe wanted 
something a little extra. 

The other stores in the neighborhood had full window 
displays. Most of them featured a little of everything. 
Others emphasized decorations, while still others fea- 
tured some outstanding values. 

‘But my window has to be entirely different from all 
of theirs,” he mused. ‘Now let me see, what can I do 
to my windows to make them altogether different from 
those that I see around me?” Other firms had had years 
of experience in that line but Joe determined to use his 
youth to advantage and to give a youthful viewpoint to 
his window advertising! What might seem a drawback 
to others—his comparative inexperience—he determined 
to make an asset. 

It was this thinking about youth and old age that 

(Please turn to page 289) 
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Here Comes Competition! 


As the eountry returns to normal after the war-time and immediate 


post-war boom, it will pay jewelers to follow these suggestions 


for arming themselves against an inevitable flood of competition. 


S the country gets settled down to business follow- 

ing the end of the war and the period of readjust- 

ment itself which is now nearing an end, every jewelry 

store owner is beginning daily to look for that ‘new 
business” in his neighborhood. 

The jewelry business will be no different than scores 
of others; new institutions have already begun to make 
their appearance everywhere and in the year ahead 
more and more will appear. 

What to do when that competitor comes in against us 
. . . that is on the future slate of every jeweler. Since 
we may all be faced with this problem at some time or 
another the suggestions to follow should be of interest. 

“Don’t let it get you down” is the advice of most 
veteran jewelers who have gone through the experience 
several times. One old-timer grins whenever he recalls 
his first experiences with worrying about a new com- 
petitor; “I lost all my hair then,” he says, pointing to 
his bald head, “but I did keep on doing business as 
usual . . . lost some of my customers but they soon came 
back. After that someone coming in as a competitor 
never bothered me very much. Main thing as I see it 
is to keep calm about the whole thing and just stay 
right in there doing business as usual. If your jewelry 
business has been built and operated along the right 
principles, you'll never have to worry about any com- 
petitor ... new or old!” 

“Don’t ever over-estimate or under-estimate the new 
jeweler.” Taking the new competition for either “a 
fool” or “a smart operator” is a mistake either way. 
The best attitude is to give him credit for knowing 
something about the jewelry business and treat him 
with full respect for his ability to be a bood competitor 
and at the same time figure that we are going to have 
-to be just a little better business man than he is; with- 
out under-estimating him. 

“Never attempt to compete with him; let him compete 
with you.” That’s a very sound piece of advice but 
needs a little explaining. The basic idea is that we 
should gear our competition to our own initiative and 
not to his. For example, if this jeweler immediately 
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by EVERETT FOSTER 


launches a price-cutting selling campaign we would be 
most foolish to attempt to lash back with a price-cutting 
campaign of our own unless that is the type of jewelry 
store we are operating. 

“Get to know your competitor” is excellent advice for 
jewelers can always understand each other better when 
they are personally acquainted with one another. Often, 
if he has the makings of a good business man, he'll be 
around to say “hello” to us first. If he doesn’t, then 
it’s our move. Besides, getting down to brass tacks, 
it’s a lot easier to compete with any jeweler when we 
know that individual personally and not just that he 
has a business close to our own. 

“Never get bitter about competition” is old-old advice 
and still very good advice. Sometimes when we have 
been the only jeweler in a community or in a neighbor- 
hood of a big city, we begin to feel we have a monopoly 
on that area. Such isn’t the case and if we have this 
though when a competitor comes in, then and there is ~ 
the time to get rid of that idea in a hurry for it will 7 
readily warp all of our relationships with this new 
jeweler. 

“Give yourself a thorough once-over” is something 
we can do immediately after getting acquainted with 
the fact we are going to have close-at-hand competition. 
No better time exists to check up on ourselves and our 
jewelry business to the minutest detail, ferret out every 
fault, everything we have been doing wrong, every im- 
provment we can make in our way of doing business, 
and set about making those changes and improvements 
immediately. Sometimes it works out for our own good 
to have a competitor come in and actually helps our 
business for when we are alone, without competition, 
we are often inclined to grow careless. Having someone 
at hand ready to take advantage of every slip we make 
is one good way of keeping down the number of errors 
in business judgment we commit. 

“Don’t ridicule the new competition to customers or 

(Please turn to page 287) 
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Display of articles ‘featured today’ 


SIMPLE merchandising idea which Beck’s Jewelry 

Company, Little Rock, Arkansas, has found will 
keep traffic coming into the store, is to display in each 
window of the store a “daily special” which is changed 
every day. 

An elevated platform appears in the center of each of 
the store's two large windows. Behind this, prominently 
lettered, is a small sign which reads “‘Beck’s feature to- 
day.”’ On the top of the platform in each window, are 
placed one or more items which are chosen for that day’s 
special promotion and particular attention. On one June 
day, for example, one window showed orange juice sets 
and sterling silver piggy banks, while the other window 
showed a costume jewelry brooch, and jeweled comb. 

Each item chosen is marked down slightly—enough to 
justify the “feature today” element—explains Theodore 
Davis, the manager; or is something on which the store 
has been able to make a favorable purchase that enables 
it to be sold for less than the usual price. “Actually, we 
consider the slight markdown fully worthwhile because 
of the fact that it brings in many interested women who 
otherwise might never visit the store,” Mr. Davis said. 
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“Daily Specials’ Build Traffic 


draws constant attention to windows 


and results in inereased sales volume. 






Left— The window of 
the Beck store as it ap. 
pears to an average 
passerby. Below — The 
"featured items" as 
they appear to those 
accustomed to scan- 
ning for special items. 
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by RICHARD LONGDEN 


‘““Markdowns of this kind are also useful in cleaning up - 
loose ends of stock, and getting rid of a few shelf-warm- 
ers which may remain in the store.” 

The “feature today” policy is applied to almost any 
line in the store up to the finest diamonds and watches, 
according to Mr. Davis. However, since the Beck store 
features a large selection of gifts in china, glass, metal 
and woodenware lines, along with more standard jewelry 
lines, the majority of the “feature today” merchandise 
is giftwares. 

The most valuable element in the idea from the view- 
point of the store is, of course, the fact that women 
employed downtown have developed a habit of watching 
Beck’s windows for the daily feature and when an item 
comes along which appeals to them for gift purposes, or 
for their own use, they will come in and buy. And, of 
course, casual shoppers are also drawn inside the store 
by the appeal of a special bargain. 
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We have a large stock of Precious Stones mounted and 
unmounted from which to make your selection. Let us co- 
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Little Known Gemstomes ... 








Rough hematite of cuttable quality occurs in 
the surface-rounded masses shown above which 
gives it its common name of kidney ore. When 
these masses are broken, they split into the 
pointed crystalline pieces seen at the right. 


Spf enadle. 


Tenth in a series of articles on those gemstones 


by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


a $# 


generally unfamiliar to the public but which should 


receive the appreciation that is due them. 


N first thought, it is surprising that there should 

be any connection between a gem mineral and so 

common a commercial material as iron ore. Yet, hematite, 

which has been widely used as a ring stone, is nothing 
more or less than a variety of iron ore. 

As a matter of fact, hematite does have very little 
natural value. The only basis for pricing it as a gem 
lies in the craftsmanship expended in cutting it into 
chevees or intaglios. What determines the value of the 
finished stone is not the cost of the raw material, but the 
skill and labor that has been lavished upon it. 
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Hematite is an iron oxide, and the principal ore of 
iron. Various degrees of compaction are known, from 
the soft red “paint ore” used by the American Indians 
to deck their faces before a sally against their enemies, 
to the hard, black iron ore of the type mined in Napo- 
leon’s first prison, the Island of Elba. Only the latter 
variety, of course, has been used in gems. 

Soft red hematite is found in many localities; it was 
known to the earliest American colonists and, mixed in 
oil, it was the coating placed upon their barns. Even 

(Please turn to page 290) 
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NACJ Members Favor Maximum 


In Percentage Lease Set-up 


Majority of credit retailers operating under pereentage 


leases vote in favor of straight type, all agree that rates 


must be scaled downward in view of jewelers’ advertising. 


URVEYING its membership on the subject of 

“percentage leases,’ the National Association of 
Credit Jewelers has discovered that 71.9 per cent of 
jewelers now operating under percentage leases now 
favor straight leases. Only 25.8 per cent still favor per- 
centage leases and 2.3 per cent had no opinion. 

In a copyrighted booklet entitled ‘Percentage Leases 
for Credit Jewelry Stores,’ NACJ presents the results 
of its poll of over 1500 members, half of which re- 
sponded. The facts, as outlined, indicate that prevailing 
percentage leases are unsatisfactory from the jewelers 
viewpoint, and recommendations are made for the guid- 
ance of jewelers who will take out new leases in the 
future. 

Credit jewelers returning NACJ questionnaires com- 
mented, most frequently, on the fact that although per- 
centage leases specify a minimum rental, no attempt is 
made, generally, to state a mazimum. 

Returns showed, also, that about 37 per cent of the 
credit jewelers now have percentage leases, 59 per cent 
have straight leases, and 4 per cent own their own build- 
ings. The Pacific Coast group is highest in percentage 
leases with 71 per cent; the Southwest group is lowest 
with 16 per cent. 

Significant facts disclosed by the survey follow: 


DOWNWARD REVISION OF RATES NECESSARY 


The need for immediate downward revision of the 
jewelry store rates that have been supplied landlords by 
real estate boards and other agencies is emphasized by 
“The Percentage Lease Table, 1946” published last 
February by the National Real Estate and Building 
Journal. Rates applicable to jewelry stores, according 
to that publication’s experts, were as follows: 

District of Columbia, 6 per cent to 8 per cent; New 
York City, 10 per cent to 12 per cent; Chicago, 10 per 
cent to 12 per cent; San Francisco, 8 per cent to 10 
per cent. 

The District of Columbia expert reduced his 1945 
8 to 10 per cent figure down to 6 to 8 per cent, a definite 
indication that real estate experts are getting a better 
understanding of the jewelry business. 


CREDIT JEWELERS BUILD MORE SALES VOLUME 


Many progressive credit jewelers appropriate a sub- 
stantial sum annually for newspaper, radio and direct- 
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mail advertising. As a rule, drug stores, cigar stores, 
dress shops and other lines of business spend virtually 
nothing for advertising. Their sales volume depends 
wholly on location. 

The fact that credit jewelers advertise extensively to 
build sales volume must be taken into consideration in 
determining their percentage-rental rates. After all, the 
basis of a percentage lease has to be sales volume. While 
choice location unquestionably accounts for a certain 
volume of sales, it must be admitted that advertising, 
and it alone, can increase that volume. Thus, both the 
landlord with the choice location and the credit jeweler 
who uses business-getting advertising contribute to large 
sales volume. The landlord, therefore, should not expect 


-from a credit jeweler the high percentage lease rate 


that would be fair for a tenant who spends no money 
whatsoever for advertising. 


CONSENSUS FAVORS STRAIGHT LEASES 


Credit jewelers now operating under percentage leases 
voted 71.9 per cent for straight leases, 25.8 per cent for 
percentage leases, and 2.3 per cent made no decision. 
Those on straight leases voted 6.9 per cent for percent- 
age leases, 92.1 per cent for straight leases, and 1 per 
cent had made no decision. 

The apparently satisfied group with percentage leases 
—holders of such leases calling for percentage payments 
of less than 5 per cent—voted 55 per cent for percentage 
leases, 36 per cent for straight rentals, and 9 per cent 
no decision. The apparently most dissatisfied group— 
credit jewelers in cities of over a million paying over 
61/4 per cent on percentage leases—voted 8 per cent for 
percentage leases and 92 per cent for straight leases. 
A similarly dissatisfied group in cities ranging from 
1,000 to 99,000, now paying from 5 per cent to 614 per 
cent, also voted 8 per cent for percentage leases and 
92 per cent for straight leases. 

A large number of credit jewelers, who have had un- 
satisfactory experiences with percentage leases and are 
now on straight leases, are 100 per cent against any kind 
of percentage lease. Of the credit jewelers now on per- 
centage leases, 35.9 per cent say thtir rates are too high, 
while 3.2 per cent ‘say their present rates are too low. 
This indicates that there is need for downward revision 
of rates, provided it is accepted that the percentage lease 

(Please turn to page 824) 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















| 


It Can’t Be Done! 


CC HE station-master rushed out of his 

room after hearing a crash on the plat- 
form. He discerned a disheveled young man 
sprawled out among a confusion of overturned 
milk cans and the scattered contents of his 


traveling bag. 


** ‘Was he trying to catch the train?’ the station- 
master asked of a small boy who stood by ad- 
miring the scene. 


"He did catch it,’ said the boy, ‘but it got 


away again.’” 
Many a jeweler who thought he had caught up 
with a heavy diamond inventory discovered 
sooner or later that it can’t be done. It always 


gets away. 


Into a heavy diamond inventory goes a big 
piece of your capital. Then, just about the 
time you are looking for real profits they are 
offset by interest and insurance charges, inac- 
curate costs, time and money spent in shopping 
and assorting diamonds, and other annoying 


expenses. 


Under ordinary conditions there is only one 
certain thing about a heavy diamond inventory 
and that is its cost. 


Eliminate the excess costs and you have the dif- 
ference between a real profit and a doubtful 


profit. 


Buy your diamond rings under the Schless- 
Harwood System and you eliminate excess costs. 
You buy only what you need, in straight sizes, 
at rock-bottom prices. You know your exact 
costs on individual items. Your capital is liquid. 
Your bank balance is healthy. 
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T’S the customer who pays the boss’s salary,” said 
Norman Mendelsohn, Baton Rouge, Louisiana 
jeweler. “Lot’s of people lose sight of that fact. 

‘Many jewelers aren’t trying to satisfy the customer’s 
needs,” he said. “Negative habits picked up during the 
war won't work in the post-war period. 

“Selling habits have to change now. Selling on a 
buyer’s market is different from selling on a seller’s 
market.” 

Returned to the jewelry business after four years in 
the army, he has opened Norman’s Jewelry, a successful 
establishment in the heart of Louisiana’s growing capital 
city. Population of “Greater Baton Rouge” has grown 
to 114,000 from 74,700 in 1940. It has, in addition to 
its state university and state government offices, a huge 
Standard Oil refinery and chemical plants. 

“The post-war customer is a wary customer,” Mendel- 
sohn finds. He compares him with the pre-war customer 
with whom he dealt before the war. His seventeen years 
experience included five years with White Brothers in 
New Orleans, and five years immediately prior to the 
war, as manager of M. Jacoby, in Portland, Oregon. 

Wartime shortages brought about a big change in the 
attitude of the jeweler and the jewelry clerk, said 
Mendelsohn. “Many jewelry people got so in the habit 
of saying “no” that they are continuing to do so in a 
changing situation. 

“Jewelers will have to drop their negative approach 
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Jeweler Mendelsohn believes that 
selling in a buyer's market is 
far different from selling in a 
seller's market. Negative habits 
picked up during the war must go. 


by R. FREELAND CAULEY 


Norman Mendelsohn, Baton Rouge, La., 


jeweler, cautions his fellow merchants 


to remember that times have changed 


and buying must now be suggested. 


to keep up at a time when it’s the customer who counts. 
It’s necessary to acquire a positive approach, to suggest 
buying to people in order to stand competition on a 
competitive market. 

“In my place we make great use of the multiple sales 
idea. If a woman customer is shopping for a watch, for 
instance, we make it a point to suggest a band to match, 
or a piece of costume jewelry, perhaps.” 

To pass up this selling device is to allow money to 
roll down the street into the cash registers of your com- 
petitors, he believes. 

“Successful selling during the war was of course not 
due to skillful merchandising methods. It obviously 
rested on the scarcity of merchandise. Dealers afflicted 
with a wartime psychology will have to shake themselves 
out of it.” 

On re-entering the jewelry business fresh from the 
army he used the discharge insignia alongside his signa- 

(Please turn to page 292) 
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BONDED DIAMOND RINGS 


Each brilliant Cardinal Diamond Ring is bonded to meet exacting 


standards of quality and value... to create customer 


Plus These Additional 
Important Promotion 
Features 

+ Window Displays confidence and sales. To promote this unique selling idea... 


an actual bond given at the time of purchase... Cardinal Bonded 


+ Counter Displays 
#* Newspaper Ads 


* Dealer Ads promoted in dramatic full-color ads in leading national magazines, 


Diamond wedding and engagement rings are continuously 


+* Radio Spot plus a full schedule of powerful merchandising and 
Announcements promotional features. Write today for information. 


CARDINAL DIAMOND SYNDICATE 


BAUMAN-MASSA JEWELRY COMPANY ty E. BASTHEIM COMPANY ty M. B. BARKAN COMPANY 
St. Louis, Mo. Los Angeles, Calif. Milwaukee, Wisc. 
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Variety of Giftware Stock 


Permits Customer to Browse 


by C. THOMAS 


Right—Lamps are everywhere in 
the Dorfman store, filling in and 
enhancing the displays. Note the 
sturdy display units. Below — 
Large price tags are placed on 
all merchandise including the 
lamps, so that customers will 
not be embarrassed by finding 
out that an item is too costly. 





“It isn’t that other stores 










can’t earry a variety,’ says 






I. Dorfman, Brownsville, Tex.. 






“it’s just that they don’t.’ 















eo A GIFT department is as much a part of a jewelers. “It isn’t that the other merchants can’t carry 
jewelry store as diamonds or watches” claims such a variety,” he adds. “It’s just that they don’t.” 
I. Dorfman, who has managed his business in the same For example, in every organization, business or social, 
location in Brownsville, Texas, for 24 years. He adds: there are occasions when the group wishes to honor a 
“When discriminating people, regardless of income, wish member or employer with a gift. The mere fact that 
to buy a gift for a friend. they feel that making the pur- the item was purchased at a jewelry store carries the 
chase in a jewelry store adds an extra value to it. implication the donors were not out bargain-hunting. 
According to Mr. Dorfman, it is unlikely that a mer- Of course, not all gifts bought for these occasions run 
chant in any other line feels he can afford to carry: the into any amount of money. But having a gift depart- 






assortment of quality gifts which can be found in a ment brings these people into the store, and invariably 
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Dorfman's advertis- 
ing stresses prices 
which are clearly, un- 
mistakably marked. 
Advertising, too 
tends to exploit the 
wide variety of 
giftwares carried, 
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while there on such a mission, people see something they 
want personally. Or when another occasion arises they 
already know what is in stock. 

From Mr. Dorfman’s personal observation, the vast 
majority of gift department managers forget that such 
a section is just what the name implies. People who 
shop there are not usually there to buy a gift for them- 
selves, they are “looking,” trying to choose an item that 
will impress another and convey to the other person the 
fact that they both have good taste. Consequently, the 
customer should not be annoyed by having a salesclerk 
at her elbow making suggestions, offering the opinion 
“this is nice’ or “this is nice, too” when an opinion 
wasn’t asked for. How can a clerk determine what 
would be “‘nice” for a person they never saw! 

A gift department, Mr. Dorfman thinks, should be 
managed on the general lines of a book store—as a place 
where people are invited to come in and feel free to 
browse around with the clerk close by to be signaled by 
the customer when wanted and then to answer questions 
politely and respectfully but to keep personal opinions 
to herself, unless asked for. 

For that reason, Mr. Dorfman has all his gift items 
not plainly marked, but brazenly so. This saves the 
buyer from the embarrassment of asking the price of a 
particular item and, when told, seeing her shrink back 
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abashed forced to admit that it is higher than she wished 
to pay. By having the merchandise plainly marked, the 
customer can see the price for herself, and if it is 
marked higher than she wants to pay, she needn’t betray 
herself. She can continue looking until she finds what 
she wants at a price which is right. 

Lamps are Dorfman’s favorite gift item, “right” for 
almost any occasion and coming in a price range to fit 
each individual and in styles to suit every taste. Also, 
an important factor, lamps as displayed at Dorfman’s 
enhance the gift department and the other merchandise. 

Mr. Dorfman uses one of his two display windows for 
gift items exclusively. These are changed daily since 
each night both windows are stripped. Insurance con- 

(Please turn to page 292) 
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At Leading Jewelers 
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From the giant clock atop 
the station to the one 
over the information desk, 
“Jake”? Bachtold is the 
man who’s kept them ‘‘up- 
to-the-minute”’ for the 
past forty-two years. 


. 


Twice a week Jake Bachtold climbs 
to the platform behind the large 
clock over 42nd St. and checke it. 


Grand Central Clockmaster 


FEW months ago, in our “Speaking of the Jewelry 
Trade” department, we mentioned, briefly, our 
bewilderment at missing the numeral “six” of the clock 
atop New York’s Grand Central Station, and observing 
a man’s head in its place. 

Now, after some research, we are in full possession of 
the facts about the fellow who apparently suppressed 
the urge to shout “cuckoo,” and his career is sufficiently 
interesting to warrant more detailed attention. 

To begin with, the name of the man we spotted peering 
from the “six’’ is Jacob Bachtold. For 42 of his 68 years 
he has been the real works behind the 1,000 clocks at 
Grand Central Terminal—and a man of split-second 
accuracy. 

Mr. Bachtold, more familiarly known as “Jake” 
around Grand Central, was born in Schaffhausen, Swit- 
zerland, and got his first job as a helper in a local watch- 
maker’s shop at the age of 12. When he was 16 he 
became an apprentice, and at the age of 23 he left 
Switzerland for the land of opportunity. Within a day, 
on landing at New York, he had a job with the Witt- 
nauer Watch Co. on Maiden Lane. 





252 





Three years later he entered the service of the New 
York Central at the Terminal, where he has been ever 
since. He saw the clocks under his care grow from 200 
to 1,000. 

Mondays through Saturdays Jake arrives at the Ter- 
minal bright and early. He begins his day by checking 
the clock on the stairs leading up from the IRT East 
Side subway, then proceeds to the principal 75 clocks 
of the terminal which lay down the law to would-be 
train-catchers. 

Jake makes his tour with his own prized pocket watch 
in hand, covering the three-mile distance (including 
short stops for adjustments) in about an hour. 

The most important clocks under Jake’s care are the 
chief dispatcher’s master clock, the great clock atop the 
Terminal facing 42nd Street (where we saw him peek- 
ing out), and the golden, four-faced clock atop the in- 
formation booth on the station’s upper level. Jake checks 
the chief dispatcher’s master clock several times each 
day for it, above all others, must be always on the 
second to avoid tragic accidents. Once each hour it 

(Please turn to page 325) 
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Interior of the newly 
remodeled Barnes store 
in Carthage, Mo., is 
moderate but pleasant 
to the eye. Rural shop- 
pers tend to shy away 
from over-done stores. 





Conservative 
Modernization 


For Farm Area 





by DOROTHY RICE 


MILD controversy of long standing has been and 

is still being waged among retailers in farming 
communities on the question of how far to go in the Front of the Barnes store was remodeled on traditional 
modernization of retail establishments which depend lines without great glitter or “super-modern” appearance. 
principally upon the farm trade for their business. 

There is one school of thought which contends that 
it is the kiss of death for farm community retailers to 
refurbish elaborately. Traditionally conservative ag- 
rarians are prejudiced against sophisticated layouts, 
prefer austere, unornamental mercantile surroundings, 
are at home only in this kind of an establishment, say 
those who embrace this dogma. Cases are cited regard- 
ing successful merchants who went the limit on modern- 
izing their stores, and incurred an ensuing decline in 
farm patronage. 

On the other hand, the “modernists” contend that 
present-day farm-customers are considerably more so- 
phisticated and more susceptible to modern ideas than 
their forefathers, and hence are as likely to prefer hand- 
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some business backgrounds as their city cousins. — rl. 8 
Interest in this discussion has sharpened since the Carl M; Barnes (right), owner, end bis son @. M, Barnet, 
(Please twrn to page 825) enjoy high sales volume from prosperous local farmers. : 
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TRUBLAK 


TRADE MARK 
OF 


THE FINEST GENUINE 231} SIZES AND SHAPES are produced mechan- 
=) Ve Gol. kb @ 4 ically and diamond cut; every operation is per- 


formed on specially designed precision machine 











tools. 


UNIFORM THICKNESS — Every stone in every lot is 
identical in thickness. 


UNIFORM BUFF RADIUS — The radius of every buff 
top stone is identical with every other. 


ACCURACY OF SHAPE and FIT — Whatever the size 
or shape ordered, every stone is uniform, as the 
result of special machine tools engineered for each 
size and shape. Every stone will fit its setting per- 
fectly; can be set easier, quicker, better. 








Each “TRUBLAK” Black Onyx Ringstone is perfection itself. Its permanent, fade-proof, black color, its size, shape, thick- 
ness and finish is unreservedly guaranteed. Manufacturers whose first consideration is quality of their own merchandise 


cannot afford to use any other stones. 


SOLD EXCLUSIVELY TO THE MANUFACTURING JEWELER 


Po 
ADOLF MELLER 


387 CHARLES STREET © © © © PROVIDENCE 4, RHODE ISLAND 


America’s first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 
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‘Courtesy Can Be Overdone 


Sure, rolling out the red earpet will make your customers like 


you. Also, it will attract a lot of chiselers. An old timer in 


the trade gives some advice about where to draw the courtesy line. 


ee HE customer is always right.”’ 

Or is he? It may be that conditions were 
different way back there when John Wanamaker sudden- 
ly startled the mercantile world with this new philoso- 
phy, now a household word everywhere. 

However, starting with this as an axiom, merchants 
everywhere have seemed not only to accept it as true, 
but succeeding generations have tried to go ever farther, 
until the public has been educated to expect too much 
for too little—some times too much for nothing at all. 

I am as guilty as anyone I know. Surrounded by this 
tradition, when I grew up in the business world, I be- 
came obsessed with the idea of doing small favors to 
court good will and business. In some cases it paid, I 
am sure. 

My chief trouble was, as I look back over the years, 
that I did not recognize a well defined line where dis- 
pensing courtesy left off, and customer imposition began. 
If I had my business life of forty years to live over, I 
would change my methods a great deal. 

In my case against my easy going, and too liberal 
business self, I accuse myself of, mainly, too many no 
charge, or “thank you” jobs. In the long run I do not 
believe that they were appreciated. My policy attracted 
a lot of first class chiselers, with a small proportion of 
grateful souls. 

When I operated a one man store, my time, on some 
days was largely consumed by the free service custom- 
ers, to the detriment of well paying bench work. I 
underrated the accumulated amount of money that these 
10, 15 and 25 cent jobs might have brought in. I 
underrated my service that I was rendering, because the 
job was quickly done, and that I had the necessary 
equipment. 

I failed to stop and think that time is money, and 
that a jeweler should charge for overhead costs, for 
knowing how, for having a convenient location for these 
services, and also that the landlord and creditors cannot 
use “thank you’s” as a medium of exchange. So I got 
into this bad habit, and once having so degenerated, I 
could not retrace my steps. I shamefully admit it. True, 
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by PAUL WENTZ 


I made some money, but I could have gleaned the fields 
much cleaner. 

Here is my confession—a few of my follies. Of 
course they didn’t all happen in one day. Yet these are 
only a few samples. More’s the pity that there were so 
many more. 

A man comes in to the store with his gold rimmed 
glasses badly bent. He sat on them. Instead of making 
him pay for his carelessness, I feel sorry, and with a few 
quick passes with a snipe nose pliers, hand it back to 
him with a “no charge” and make him very happy. Be- 
fore working on them, I did explain that, in the event 
of breaking, he would have to pay for soldering. 

A customer comes in with her rings to be cleaned im- 
mediately, as she is going to a luncheon. I am very 
busy, but I drop everything and clean them. I accept 
“Thank you,” but I don’t ring the cash register. 

A young High School boy comes in with the crystal 
out of his watch. I take pity on him, cementing it in, no 
charge. 

My landlord comes in all hot and bothered because he 
can “just wind and wind his watch, and nothing hap- 
pens.” Upon examination, I see that the screw has 
dropped out of the main winding gear, and so I fish it 
up out of the balance and hairspring, where it has 
dropped, and replace it. I make myself a good fellow, 
but also an easy mark, as I say “no charge.” He, above 
all people, should have paid. 

A man asks me to punch a hole in his leather wrist 
band that I did not sell, to make it fit neater. I get out 
my new leather punch pliers, costing me $3.50, and fix 
him up. But I again say no charge, when I should have 
collected a dime against the investment in a pliers I pur- 
chased to make a neat job. 

A sweet young thing rushes up to the counter with a 
pout on her pretty lips. She complains that her neck- 
lace is broken. I size up a cheap, costume type, open 
link chain, which I did not sell. Well I did not fall for 

(Please turn to page 326) 
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Visit of the Broadway success to 
Oklahoma City was the cue for a 


tie-in campaign by local jewelers. 


by MARY LOU RISEN 
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“Oklahoma’s’ Return 
A Promotion Natural 


ee KLAHOMA,” the Rodgers and Hammerstein 

operetta which won a special Pulitzer award 
in 1944 and is still going strong on Broadway two years 
later, ““went home” in November. That is, the show was 
presented in Oklahoma City’s municipal auditorium for 
a full week and residents of the “Sooner State’ were 
given an opportunity to discover the romantic history 
which had pleased thousands of Eastern theatregoers. 

The majority of Oklahoma City’s retail merchants 
seized upon the production’s visit as a superb vehicle for 
tie-in promotions, of course, and local jewelers were 
among the most enthusiastic participants. 

Preliminary to the show’s opening Oklahoma City 
jewelers hailed its arrival in large-space insertions de- 
voted partly to a message of welcome and partly to the 
promotion of merchandise. 

Zale’s Jewelers, for instance, lifted the title of one of 
the show’s hit songs “People Will Say We’re in Love,” 
spread it across a full-page insertion accompanied by a 
photograph of two of the principals, and then concluded: 
‘““Yes—everyone will know that you’re in love when they 
see that gloriously beautiful Zale diamond on her finger.” 
(Please turn to page 328) 
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HE finest good-will builder in the watch repair 
department is the maintenance of a complete record 
system on every watch handled by the store, according 
to E. R. Cederquist, head of Cederquist Jewelry Com- 
pany, Ashtabula, Ohio. 

The Cederquist store has kept up a complete file 
record of every watch sale and every watch repair for 
more than twenty-five years and now has records cover- 
ing over 16,000 watches which have passed through the 
store. Actually, each card in the voluminous files kept 
in the watch department is a “case history” of a par- 
ticular timepiece. Naturally, a vast amount of pains- 
taking work is involved in keeping records so immacu- 
lately but Mr. Cederquist feels that extra minutes spent 
in this way have been responsible for the steady growth 
of the store’s watchmaking department. Although Ash- 
tabula is only a moderately sized community, only 55 
miles from Cleveland and 30 miles from Erie, Pa., the 
Cederquist store does a watchmaking volume which 
would be a credit to any metropolitan jewelry store. 
As proof, in 1946, the watchmaking department tmploys 
three full-time horologists where under normal circum- 
stances, only one might be expected. 

“Our file-record system is simple,’ Mr. Cederquist 
explained. “Every time we sell a watch of any type we 
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‘Case Histories for Watches 


Insure Careful Workmanship 


In his shop Mr. Cederquist examines a board full of 
watches, while a repairman works with the card-index. 







E. L. Cederquist, Ashtabula, Ohio, : 
keeps a card-index file on every 
wateh sold or repaired, thereby 


providing the workman with facts. 


by R. A. LATHAM 


automatically make a record of it and start off a new 
file card which we expect to handle several times during 
succeeding years. Our policy is to open up the original 
watch and mark it permanently with a code number 
inside the case. This is the index number by which we 
will refer to that watch hereafter—such numbers as 
K-8-53, for example. The number is simply cut into the 
interior metal surface of the case where it will never be 
noticeable, but is always convenient for us.” 
(Please turn to page 328) 


THE JEWELERS’ CIRCULAR-KEYSTONE 








The reason for the pointed popular 
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Braille Watehes Aid Blind Vets 


One of the greatest benefits toward the recovery of sightless 









Before blinded veteran leaves 
the hospital to begin his re. 
habilitation training he gets 
a braille watch. This watch 
is his first introduction 4 
task of reading by his touch. 





servicemen is the ability to tell time. Braille watches are 


given to these men without cost by American Foundation for Blind. 


HE jeweler who is approached by a relative or 

friend of a blinded ex-serviceman, in search of a 
braille watch, can now do more than lend a sympathetic 
(but helpless) ear. For it is now possible for every 
blinded veteran to receive such a timepiece, without 
cost, through the American Foundation for the Blind, 
Inc., 16 West 16th St., New York, 11. 

Since the sense of touch is most valuable to a blind 
person, the foundation has arranged for the manufacture 
and distribution of brailie watches, suitably engraved 
with name, rank and serial number, to all blinded vet- 
erans. Through the use of such watches, which are 
greatly desired because they free a man from the con- 
stant necessity of asking for the time, many veterans 
learn to develop their sense of touch and graduate from 
their watches to the learning of braille. 
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The watches used for the blind are ordinary timepieces 
without a crystal, equipped with special dials on which 
the numerals are marked by dots which can be felt. 
Some of the watches have two dots at twelve, three, six 
and nine with one dot at the other numerals; and other 
watches have a single dot representing each numeral. 

Dr. Robert B. Irwin, executive director of the Founda- 
tion, points out that the first thing a blinded soldier 
wants when he begins to recover is a watch. “Long be- 
fore he leaves the Army hospital to take his rehabilitation 
training,” says Dr. Irwin, “the veteran receives a braille 
watch which he can easily learn to read. Besides giving 
him back his sense. of time, these watches are his first 
introduction to the difficult task of learning to read with 
the fingers. Frequently it marks the blinded veteran's 

(Please turn to page 330) 
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... Buff top; 16/12; 14/12; 2/10... 
Baguette, triangular shapes or special sizes 
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Directory of Trade Associations 


NATIONAL 






The names given in each case are those of the president and secretary. 


ametican Gem Society—Kenuneth 1. Van Cott, 60 Court Street, Binghampton, N. Y., 
International Committee chairman; William H. Scwanke, 331 East Wisconsin 
Ave., Milwatikee. 

American Jeweled Watch Manufacturers Association—C. M. Kendig, Hamilton Watch 
Co., Lanheaster, l’a. 

American National Retail Jewelers’ Association—Durward Howes, 3059 Wilshire Blvd., 
Los Angeles, Calif.; Charles T. Evans, 551 Fifth Ave., New York. 

American Watch Assemblers Association—s. Ralph Lazrus, Benrus Watch Co., New 
York 13; I. Robbins Kornbliet, 261 Broadway, New York 7. 

Brotherhood of Traveling Jewelers—Harold Gibson, 30 Rockefeller Plaza, N. Y.; 
Archer L. Chapin, 18 Park Road, Maplewood, N. J. 

Canadian Jewelers’ Association—Robert E. Day; Norman J. Leach, 73 Richmond St., 
Toronto. 

Cleck Manufacturers Association = America—Edward Ingraham, 394 North Mair St., 
Bristol, Conn.; E. T. d, 48 Leavenworth St., Waterbury, Conn. 

Educational Jewelry RBs Association—H. H. Hix, 17 John Street, New York; 
Irvin Rosa, Josten Mfg. Co., Owa ; ae Be 

ane Institute of America—Board my Governors—Leo J. Vogt, 826 Olive St., 

. Louis, Mo.; O. C. Homann, 220 S. 16th St., Omaha, Neb. 

Bet Institute of America—Frank D. Urie, Elgin, Ill.; Ralph EB. Gould, National 
Bureau of Standards, Washington, D. C. 

Jewelers’ Board of Trade—Edgar E. Baker, 101 Sabin St., Providence, R. I.; Horace 
M. Peck, Turks Head Building, Providence, R. I. 

Jewelers’ Security Alliance—Walter LTitelbach, Fifth Ave., N. Y.; Richard 
Murphy, Exec. Secy., 535 Fifth Ave., N. 

Jewelers’ Vigilance Committee—G. H. Niemeyer, Ff — St., N. Y.; P. Irving 
Grinberg, Exec. Vice-Pres., 17 W. 45th St., 


Jewelry Crafts Association—W. Waters Schwab, 216 E, 45th St., N. Y.; Henry 1, 
Sperling, 20 W. 47th St., N. Y. 

Jewelry Industry Council—Cecil D. Kaufman, 702 H St., N. W., Washington, p, C., 
chairman; E. A. Haase, 366 5th Ave., New York, executive director, 

Machine Chain Manufacturers’ Association—Adolf Jaeger, 141 Georgia Ave., Pawtucket, 
R. 1.; George Benker, 75 Eagle St., Providence, R. I. 

Metal Findings Manufacturers’ Association—Robert C. Cooper, 301 WHendahig St., 
Providence R. 1.; John T. Murray, 151 Exchange St., Pawtucket, l. 
National Association of Credit Jewelers—Leo Weisfield, Seattle, olen ; William 

Wagner, Exec. Secy., 545 Fifth Ave., N. Y. 

National Association of Watch and Clock Collectors—Robert Franks, Jr.. Bryn Mawr 
Pa.; L. D. Stalleup, 1813 Beechwood Ave., Nashville, Tenn. ; 

National Gift and Art a ig Mmaaaaa Underberg, 225 Fifth Ave.; George F. 
Little, 220 Fifth Ave., N. 

National Wholesale Jewelers’ canines B. Reagan, 36 S. Penn St., Indian. 
apolis, Ind.; George A. Fernley, 505 Arch St., Philadelphia. 

New England Manufacturing Jewelers’ & Silversmiths’ Association—Fred A. Bullock, 
7 Beverly St., Providence, R. I.; Exec. Secy. Edward Otis, Biltmore Hotel, 
Providence, R. I. 

Precious Stone Dealers Assoclation—Max Stern, 17 John St., N. Y.; Lloyd V. Lassner, 
10 W. 47th St., N. Y. 

Sterling Silversmiths Guild of America—Roy Wilcox, International Silver Co., Meriden, 
Conn.; Alexander Vincent, 551 Fifth Ave., N. Y. 

United Horological Association of America—John J. Nooyen, 1427 Third St., Santa 
Monica, Cal.; Orville R. Hagans, 226 16th St., Denver, Col. 

Diamond Manufacturers Association of America—Frank Pals, 71 Nassau St.; Joseph 
Kipnis, 15 West 46th St., New York. 


STATE 


The names given in each case are 


Alabama Retail Jewelers’ Association—Robert Bromberg, 218 N. 20th St., Birming- 
ham; F. W. Anderson, 1917 2nd Ave., Birmingham. 
a Jewelers’ Association—Thomas W. Chauncey, 206 E. Washington St., 
1oenix, 
Arkansas Retail Jewelers’ Association—Edwin H. Stewart, Hope; Floyd A. Denman, 
Stuttgart. 
California, Horological Association of—k. P. Gallien; R. B. Schorsch, 5335 10th 
Ave., Los Angeles. 
California Retail Jewelers’ Association—Walter B. Shoemaker, Modesto; William Erb, 
104 Stevenson St., San Francisco. 
Colorado Masterwatchmakers—Howard Weiss, Greeley; John Sutton, Denver. 
Colorado Retail Jewelers’ Association—No officers. 
Connecticut Horological Associatin—Secy. Emanuel Seibel, 437 Logan St., Bridgeport. 
Connecticut Retail Jewelers’ Association—Frank S. Coskey, 805 Main sSt., Hartford; 
Sturman F. Dyson, 54 Main St., New [ritain 
Florida Retail Jewelers’ Association—Lester W. Moon, Tallahassee; Gus Lawton, 
Orlando. 
Georgia Retail Jewelers’ Association—Walter K. Thomas, 103 Peachtree St., Atlanta; 
Miss Lillian C. Harclerode, P. O. Box 635, Atlanta. 
Heesier Jewelers Travelers Club—Fritz Fromm, 5939 Guilford Ave., Indianapolis; 
H. R. Haerr, Gruen Watch Co., Cincinnati, Ohio. 
Idaho, Horological Association of—Charles Braun, 434 State St., Weiser. 
{illinois Watchmakers’ Association—Edward Falkenhayen, Chicago; William Pillath, 
Am. Time Products, Chicago. 
iMtimels Retail Jewelers’ Association—Charies D. Jacobs, West Frankfort; Charles H. 
Barker, 605-606 Leland Office Bdlg., Springfield. 
indiana Jewelers 24 Karat Club—E. O. Little, Auburn; A. S. Rowe, Indianapolis. 
indiana Watehmakers Association—Frank A. Kroetz, Valparaiso; Managing Director 
L. R. Douglas, 1142 Park Ave., Indianapolis. 
lowa, Horological Association of—T. O. Dilges, Fort Dodge; G. Y. Swartzendruber, 519 
Guaranty Bldg., Cedar Rapids. 
lowa Retail Jewelers’ Association—Wallace G. Boyson, 213 Third Ave., Cedar Rapids; 
Robert Pratska, Cedar Rapids. 
Kansas State Horological Association—B. E. Brunk, McPherson; Norman L. Osborne, 
108-110 No. Topeka, Wichita. 
Kansas Retall Jewelers’ Association—Vern Webster, Hays; W. B. Brasfield, 110 Topeka 
Ave., Wichita 2. 
Kentueky Retall Jewelers’ Association—Nolte C. Ament, 447 4th Ave., Louisville; 
Percy P. Slith, 329 Guthrie St., Louisville. 
Leulisiana Retall Jewelers’ Association—Louis J. Bernard, 108 Bronne St., New Orleans, 
Samuel Goldberg, 161 Third St., Baton Rouge. 
Maine Retail Jewelers’ Association—Everett B. Coffin, 503 Congress St., Portland; 
Matson Tinker, 521 Congress St., Portland. 
Maryland-Delaware-District of Columbia Jewelers’ Association—Howard R. Collins, 
804 Shipley St., Wilmington; Harry Groll, 7th & Shipley Sts., Wilmington, Del. 
Massachusetts Horological Association—Winifred D. Hebert, 1112 Main St., Worcester; 
W. H. Bright, Waltham. 
Massachusetts & Rhode Island Retail Jewelers’ Association—Harold Partridge, 
22 Rearcon St., Boston; John Peterson, Needham. 
Michigan Retail Jewelers’ Association—Albert Niebohr, 200 Monroe Ave., Gran 
Rapids; Howard T. Doxtader, 111 S. Washington Ave., Lansing. 
Miehigan WHorelogical Association—Sidney Thompson, Mt. Pleasant; Stanley Gaver, 
Monroe St., Grand Rapids 2. 
Minnesota Master Watchmakers Assoclation—Joseph Felix, Fergus Falls; L. E. Dewey, 
Minneapolis. 
Minnesota Retail Jewslers’ Association—S. P. Elam, Austin; Morton A. Sauer, 404 
Nicollet Ave., Minneapolis. 
Missourl Horological Assoclation—Clint Holt, Jefferson City; Frank Lamb, Columbia. 
Missour! Retail Jewelers’ Association—Harry L. Carter, J. H. Mace Co., Union Station 
Bidg., Kansas City; Fred Sands, 1610 Dierks Bldg., Kansas City. 


Nebraska Horological Association—Ashley Conger; Sten F. Nilson, 607 World-Herald 
Ridg.. (imana 


those of the president and secretary. 


Nebraska Retail Jewelers’ Association—Harold Sutton, McCook; William J. Brecken- 
ridge, 643 W. Second St., Hastings. 
New Hampshire Retail Jewelers’ Association—-Mrs. Addie Fiske Goodell, Epping; 
Robert Fickett, Concord. 
New Jersey Watchmakers’ Association—Andrew J. Strohlein, Union, N. J.; Charleg 
Soemer, 29 Oakland Terrace, Newark. 
New Jersey Retail Jewelers’ Association—Louis B. Haimann, Morristown; William 
Schoppy, 1440 Atlantic Ave., Atlantic City. 
New Mexico Horological Association—L. W. Graham, 
S. Bell, 723 S. Walter St., Albuquerque. 
New Se Jewelers’ Association—Bernard Spitz, 76% San Francisco St,, 
anta Fe. 
New York and New Jersey Associated Credit Jewelers—-Rowland D. Goodman, Tappan’s, 
Newark; Exec. Secy., William Wagner, 545 Fifth Ave., N. Y 
New York State Retail Jewelers’ Association—cCharles P. Coster, 15192 Lake Ave., 
Rochester; Lathrop Sunderlin, 76 East Ave., Rochester. 
New York State Watchmakers’ Association—Charles K. Ottarson, Rochester; A. Norman 
Clement, 45 Owen St., Rochester 13. 
North Carolina Retail Jewelers’ Association—Robert H. Day, Winston-Salem; Harold 
Schiffman, 225 S. Elm St., Greensboro. 
North ae Retail Jewelers’ Association—C. A. Bonham, Bismarck; Iver Larson, 
Mandan. 
Ohio Retail Jewelers’ Association—H. Bruce McCague, 1305 Euclid Ave., Cleveland; 
Hugh N. Beattie, 1117 Euclid Ave., Cleveland. 
Ohio Watclimakers’ Association—L. W. Heimberger, 245 So. High St., Columbus; 
Frank Foelger, 31 E. 4th St., Cincinnati. 
Oklahoma Horological Association—W. B. Smith; L. F. Wells, 9 W. 9th St., Tulsa. 
Oklahoma Retail Jewelers’ Association—Floyd L. Kelly, 601 N. Custer St., Weatherford. 
a Master Watchmakers’ Association—Jack Peare, La Grande; Harold Sabtfo, 
636 S. E. Miller, Portland. 
aia Retail Jewelers’ Association—Joseph F. Gilray, S. W. 10 & Morrison Sts, 
Portland; Exee. Secy., Rene Rueff, Portland. 
Pennsylvania Horological Association—C, L. ‘Thomas, Philadelphia; William T. 
Collinson, Rutledge, Pa. 
Pennsylvania Retail Jewelers’ Assoclation—Leonard Helfer, 715 Liberty Ave., Pitts- 
burgh; William Pinkstone, 142 S. 52nd St., Philadelphia. 
Pennsylvania, Retail Jewelers’ Association of Western—John M. Roberts III, 439 
Wood St., Pittsburgh; Martin S. Morrow, 504 Locust St., McKeesport. 
Rhode Island Watchmakers Association—J. H. Coutu, 49 Clneyville Sq., Providence; 
John P. Clinton. 
South Carolina Retail Jewelers’ Association—J. D. Rainey, Waterboro; R. J. Ort- 
mann, 251 Kink St., Charleston. 
South Dakota Retail Jewelers’ Association—Carl R. Damuth, Redfield, acting secy. 
Tennessee Retail Jewelers’ Association—C. C. Breese, Franklin; D. Monroe Meeks, 
Dyersburg. 
ei Watchmakers’ and Jewelers’ Assoclation—O. H. Harding, 805 Market 
, Chattanooga; L. D. Stallcup, 1813 Beechwood Ave., Nashville. 
Texas rth Jewelers’ Associstion—B. L. Turner, 621 Leopard St., Corpus Christi; 
H. E. Dill, 402 Steward Bldg., Dallas. 
Vermont Retail Jewelers’ Association—L. J. Bell, Barre; A. Earl Wilson, Springfield. 
Virginia Retall Jewelers’ Assoclation—H. A. Goldberg, Portsmouth; Frank Moose, 
907 S. Henry St., Roanoke. 
Washington Retail Jewelers’ Association—Charles H. Larne, 1529 4th Ave., Seattle; 
Den D. Steward, American Bldg., Seattle. 
West Virgina Retail Jewelers’ ne Frazee, 814 Market St., Parkers- 
burg; P. K. Stanford, Elkins. 
Wisconsin Retail Jewelers’ Assoclation—R. H. Young, LaCrosse; B. W. Heald, Mil- 
waukee., 
Wisconsin Watchmakers Association—Joseph Hurbis, Racine; B. W. Heald, 339 N. 
35th St.. Milwaukee. 


723 W. Roma, Albuquerque; 
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MOTHER'S DAY 
Sea Island Cultured Pearls from far eastern waters. Four lovely 
18 inch necklaces with individually knotted pearls, nicely boxed. 
} Guarantee certificate with each. All prices Keystone. 
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A WINDOW FOR THE COMING MONTH 
(From page 201) 


the street and from passing autos and buses. It is hard 
sometimes to accomplish this with small windows, but 
good use of color and utilization of all the window space 
will help. Giving height to the arrangement of mer- 
chandise with elevations and stands and suspending 
small units from the window ceiling will aid in getting 
“long distance” attention. 

Now is a good time to review displays and promotions 
of the old year and analyze the whys and wherefores 
of both the successful and the unsuccessful ones. Decide 
if any will bear repeating and what ones can be adapted 
in néw ways for the coming year. 





FROM $5 LAMPSHADE TO LUXURY GOODS 
(From page 205) 


patrons, and it has continued to be one of the mainstays 
of his business. This experience has taught him a mer- 
chandising lesson that he has applied to everything he 
sells: you seldom sell the most expensive or the cheapest 
thing you have. For example, he has found that when 
he puts in glasses at $200 a dozen, he sold more glasses 
at $165 a dozen and fewer at $125 than he had sold 
formerly. This year stemware at $165 a dozen was the 
most popular item in the store, but there was also a great 
demand for the $225 and $255 lines. Although Foster 
has been adding more expensive lines every year, he has 


maintained complete stocks in the medium and lower. 
priced brackets. This is also true of the china and ster. 
ling hollowware departments. 

Foster learned quickly that showmanship makes gales 
By showing five to a dozen sterling platters at once, he 
found that the customer invariably wanted the entire 
nest. He has several rooms filled with sterling holloy- 
ware and platters, many of them in the same pattern 
and in varying sizes. Several glass showcases are ay- 
ranged so that sterling serving trays hang from the 
handles, a method of display that sets them off to their 
best advantage by allowing the customer to see all of 
the designs at a glance. 

Foster displays crystalware right along with china, 
and he says that it is amazing how this little detail cop- 
vinces patrons that they must have both to make their 
table settings complete. Each stemware pattern is shown 
in many sizes, and there is a style to complement every 
dinnerware pattern. Foster has increased his crystal- 
ware inventory 50 times over what it was in 1934, and 
he is convinced that display and variety, as well as a 
divergency of price lines, accounts for the tremendous 
customer response. 

Foster’s shop is always chock-full of merchandise, but 
the six large rooms that house it are as tastefully ar- 
ranged as any interior decorator could demand. On dis- 
play are several table settings, which look as if guests 
were about to sit down to dinner. Many a customer 
decides that she will have the entire table setting 
just as it is. The tables are changed frequently and so 
are the commodious aisle and wall cases. Each piece 
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bears a tag that reads, “From the Foster collection,” 
which seems to add that certain something. The price 
and the date, if it is a rare object, are also included. 

The shop itself is done in a lovely shade of gray-blue, 
which also embellishes the interiors of the walnut show- 
cases. Although the fixtures are completely modern, the 
shop has an old world atmosphere, its high, beamed ceil- 
ings and arched doorways and windows making a pic- 
turesque setting for the lovely displays. The central 
showroom looks out on a patio teagarden and beautiful 
tropical landscaping. There is a maximum amount of 
natural light, which enhances the beauty of the displays. 

Visitors are invited to step in and browse to their 
heart’s delight. There are scores of people who come 
in regularly just to look and to get new ideas. They are 
encouraged to come in as often as they wish, and infor- 
mation is given to them as cheerfully as it is to the pay- 
ing customers. No high pressure is ever used on patrons. 
This kind of salesmanship and hospitality has spread a 
good deal of word-of-mouth advertising for Foster and it 
has brought him many new patrons. 


LIBERAL "RETURN’ POLICY 


Foster’s liberal policy on returns has also fostered 
much good will. He tells his customers, ‘““We do not 
want you to have anything from the Foster collection 
that does not please you.” If patrons take their pur- 
chases home, try them out for a while, and decide that 
they don’t want them, they can bring them back and 
either select something else or get a refund. 

“It is not the quality you should have,” is another 


statement that Foster’s patrons hear frequently. Many 
of his patrons have been buying and seeking counsel 
from him for ten years or more, and he knows their 
homes and their tastes well enough to offer them this 
kind of advice. 

So far none of his customers has resented his refusal 
to sell them an object that Foster thought they might 
eventually be disappointed with. But one of his oldtime 
customers, to whom he would not sell a sterling tray 
because he knew it was not of the same quality as the 
rest of her sterling service, insisted on going to another 
dealer, where she bought the tray. Foster, who is still 
a good friend of this patron, says that when better ster- 
ling is available soon at the same price, she will be dis- 
satisfied with her purchase, and that it will work to the 
disadvantage of the other store. Foster will do every- 
thing in his power to keep his patrons coming back and 
he is convinced that honesty with them is a prime requi- 
site for long-term patronage. He takes the long-range 
view and feels that by losing a sale by being honest, that 
in the long run he will make a friend. 

Foster admits that he has lost a few sales because 
some shoppers felt that his merchandise was not flashy 
enough. But he eschews patrons with ostentatious tastes. 
He explains, “I figure that any merchant who wants a 
permanent trade from a high-type clientele must lose a 
certain amount of business. By not catering to poor 
taste and the extremes that may be in vogue for the 
moment, I increase my patronage from people with good 
taste, who, after all, are the mainstay of a business like 
mine, whether times be good or bad.” 





—_--—— 














ad Be 








Dreher Bros. ..2 Wider 


Importers and Cutters of Precious and Semi-precious Stones 


inbow oh 


While the demand is still beyond our capacity to 
satisfy, we shall endeavor to supply these stones 
as quickly as they can be cut in our factory. 


48 WEST 48TH STREET, NEW YORK 


ae. eee ae Pi Se ; 053 : Rae RE : 



















FOR JANUARY, 1947 


269 









pIRECT 
THE FIN 





[MPORTERS 
EST CULTURE 


303 FIFTH AVENUE ~* 
In Chicago, Harry Sherrill, 10 South Wabash Avenue 









of 


p PEARLS 






NEW YORK 









B.DELIA€SON 


16 








One of Foster's favorite theories—and one that has 
never lost him any money—is that every retailer must 
take a calculated risk in buying. “If you want to pla 
it safe, you won't go far,” is his opinion. An cxamghs 
of one of his calculated risks that paid off was his pur- 
chase in the early part of 1941 of seven times as much 
quality goods as he had bought in any previous year 
At that time he foresaw the day when merchants would 
not be able to buy all the goods they needed and he knew 
that his patrons would continue to demand quality mer- 
chandise. He bought higher-priced, better lines, ang 
within a year he had sold out the new inventory. Whey 
wholesale prices went up, he sold on a lower markup. 

However, securing merchandise during the war years 
presented virtually no problem to Foster. He was able 
to buy top lines in good quantities, he says, because 
manufacturers and their representatives remembered how 
he treated them during the slow days of the china and 
glassware business. He made it a point then, as he does 
now, to see every salesman who came in and to treat him 
as courteously as he would a patron. He always paid 
his bills promptly, in most cases before the delivery of 
goods from the factory, and he never made a return. 
He is still never too busy to see a salesman or to talk 
to visitors, and this policy, together with his remarkable 
merchandising acumen, is reflected in the steady increase 
in his business. 








RADIO SERIES BUILD GEM INTEREST 
(Frome page 207) 


ready and appreciative audience. He believed that a jewel 
is purchased most often by the individual as a symbol of 
love yet felt that from a commercial standpoint it was 
the investment picture that had been presented most 
clearly and most often to the apparent total neglect of 
the sentimental value of jewels. 

It was duly decided that “Jewels of Destiny’ should 
be launched upon the air waves of Station WEAN in 
Providence as a once-a-week five-minute show. After 
two months a commercial check was made in the store 
by selling merchandise that was advertised only in this 
one way. The response was found to be good, so within 
a few months the program was extended to twice a week. 
Once again a check was made and again the response 
was found to be satisfactory. 

The following January, Baird-North felt that the time 
had come to build the show once again and “Jewels of 
Destiny” became a 15-minute show, complete with an- 
nouncer, music, and Winifred Parker’s tale of colorful 
dramatic stories connected with precious jewels. Mowry 
Lowe, one of New England’s most outstanding radio 
personalities, joined the cast of the show. He gave the 
show the benefit of his showmanship and smooth tech- 
nique in introducing it to the radio audience as well as 
in the discussion with Mrs. Parker which makes up part 
of the program. Following is a sample of the opening 
introduction as read by Mr. Lowe: 

“Baird-North, one of New England’s oldest and 
most highly regarded jewelers, brings you Jewels 
of Destiny, a fifteen-minute tapestry of entertain- 
ment woven of the world’s best music and stories 
of adventure and romance. Gems of music, strung 
upon the beautiful Baird-North chain of melody; 
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and Winifred Parker to tell you of the colorful 
histories and romantic lore of all—Jewels of 
Destiny.” 

This introduction is followed by a musical number 
after which Mrs. Parker is presented by Mr. Lowe. She 
then relates her tale of the week, which has to do with 
a romantic or historical personage whose life story was 
intimately connected with precious jewels. 

Following the dramatic story, Mrs. Parker and Mr. 
Lowe discuss informally the subject matter of the story 
and tie it in directly with merchandise that is available 
at Baird-North. This discussion is approached from both 
the man’s and woman’s standpoint. Sometimes they 
agree ; sometimes they do not, but their informal manner 
of treating this discussion projects their personalities 
right out to the radio audience and provides sincere and 
honest information about the merchandise they want to 
buy. 

The response to these dialogue commercials, directly 
traceable to these broadcasts, has been exceptional. Many 
requests were received for broadcasted stories and sug- 
gestions were submitted for stories to be told. Out of all 
this, in the three years the program has been on the air, 
sales of diamonds and through these, repeat business in 
other merchandise, has shown a gres* increase in unit 
and volume directly traceable to this publicity. 

Within a few months, Baird-North, Inc., will be en- 
larging to more than twice its present size, and when 
completed, will be thoroughly modern in design and 
layout and one of the finest jewelry stores in New 


England. 


PLANNING IMPORTANT FOR WINDOWS 


(From page 210) 


lighting effects and the decorative materials required. 
This saves time when installing, systematizes the pro- 
cedure and assures topflight window creations. Go win- 
dow shopping in other jewelry stores, not only locally, 
but whenever you are out of town. Make note of the 
effective displays and file away until planning time. 
Query employees, even customers, for ideas, and if any- 
one in your organization has the “know how” to build 
eye-grabbing trims, have him make the installations or 
assist you. 


WINDOW CHECK 


The window check is a “must.” Here again most re- 
tailers fall down, at least, the small moderately sized 
merchants. Large department stores consider the window 
check as important as a check on newspaper advertising. 
A window may have decorative punch but lack selling 
appeal. Retailers have only one way to determine the 
ogle-power of a window trim—sales! This means that 
check records should be kept on each trim installed. 
When a trim begins to weaken on sales, change it. In 
some sections, trims may hold their sales-coaxing potency 
longer than in other sections. It depends upon the store, 
the location, the ““buyology” of the local trade and other 
factors that can be appraised only by checking the results 
of your window ads. Sometimes a few changes in a win- 
dow may needle it into life. One jeweler increased vol- 
ume on watches fifty per cent one Christmas season over 
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he price of cut stones 
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all other similar periods by using a colored spot to high- 
light a few units in the center of the trim, no st 
change. Sometimes re-arrangement will do the trick, A]] 
such changes should be recorded on window check-charts 

Just as the retailer needs experience figures on his 
operating costs so that he can determine whether curren} 
costs are within bounds, his experience data on window 
check-charts will give him definite ideas about the most 
effective use of the space behind the panes, estimated ag 
worth twenty-five per cent of the store’s rent. Without 
this yardstick, the jeweler cannot plan with maximyn 
effectiveness. 

Lighting should give tops in seeability, particularly 
around Christmas when many sales are made at night, 
Too many windows are under-lighted or the lighting ar- 
rangement is below par in some other respect because 
the equipment has been bought haphazardly. This is g 
technical subject which we can’t go into here but the local 
utility will usually cooperate in helping the retailer get 
maximum lighting effect in windows and store because it 
helps them build load. Or see an electrical contractor. 


LIGHTING HINTS 


Window brightness should be tested scientifically. In 
a technical sense, brightness is equal to the footcandles 
of illumination falling on the merchandise multiplied by 
the reflective factor of that merchandise. White objects 
have a high reflection factor and dark objects a low one. 
This means that more illumination is needed on dark 
materials than on light materials, and the jeweler uses a 
lot of rich, black drapings in his windows, so he should 
gear his lighting power to black and step it down when 
he uses lighter colors. Spotlights and footlights provide 
flexibility in window lighting that helps solve this 
problem. 

Colored lighting has selling power but it must handled 
with care. Blue light on red gives violet or purple, green 
on red approaches black. A red light on yellow or a blue 
light on green objects changes their color so that a trim, 
harmonious in the daytime, may be badly off-color when 
illuminated. Even a white light may distort. A white 
light on red trimmings gives a dead appearance, likewise, 
white on white. The jeweler should test his trims for 
lighting effects before he puts them into circulation and 
the colors used should be noted on his planned sketch. 
Experiment with colored lights in various combinations 
until you get the right effect. 

Avoid confusing or elaborate backgrounds. You want 
window shoppers to eye your jewelry. Any attempt at. 
bizarre or too novel effects in background decor takes 
attention away from the merchandise. Your background 
should be a display prop for your jewelry, not compete 
with it for the shopper's attention. 

Contrast is another big factor in window display but 
the jeweler has less trouble getting contrast than other 
merchants because watches, rings and other items are 
usually shown in attractive cases in various colors. 
Nevertheless, the jeweler should remember that too much 
sameness in color or arrangement tends to the drab side. 
Break up the general pattern with a special effect or 
contrasting color. A colored spotlight is useful for this 
purpose. Too many jeweler windows are too drab be- 
cause they lack the element of occasional contrast. 
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ATTENTION FIRST 

The first step in any sale is to get attention. It is 
estimated that it takes but three seconds to pass a show 
window. That means that a trim must get attention fast. 
For this reason, something in the window should stand 
out. Color may do it. Motion sometimes, if it is the right 
kind. A monkey in a window would be motion but it 
wouldn’t sell jewelry. Santa in motion at Christmas is 
apropos and always gets attention. Unusual arrange- 
ments of any type stop eyes. The focus-item should be 
on the “eye center,’ which is the spot in the center of a 
window just above the level of the average person’s eyes 
and gets the most attention from passers-by. Often this 
spot is reserved for dealer helps. Advertising experts 
who know how to get attention prepare this material for 
manufacturers and they should be used more. Too many 
retailers let their dealer helps gather dust in back rooms. 
Windows that are synchronized with newspaper ads and 
direct-mail have high attention-getting potentialities. 

Simplicity is effective and economical. We have re- 
viewed many windows, simple in theme, but highly ef- 
fective because the window decorator had a sense of 
balance and proportion, a feeling for color and the place- 
ment of objects in harmonious juxtaposition. On the 
other hand, we have checked results on showy trims and 
found them wanting in sales, indicating that over-dress- 
ing may react unfavorably. We believe that there is too 
much tendency to load everything into a jewelry window 
but the parlor sofa and this brings a confused blur to the 
shopper's eye. It pays to leave plenty of white space in 
advertising, likewise, in Jewelry windows. Don’t try to 


put your store in the window. Window displays should 
bring walk-ins to review the entire stock and your store 
display should carry on the good work with equal ef- 
fectiveness. Jewelry stores with small windows in high- 
rent areas are usually overloaded, because the owners 
assume that a full showing is desirable, yet statements 
from the few jewelers in this class who have thinned out 
their displays reveal that volume increased when they 
showed a more limited number of salables framed in 
effective settings. 


WINDOWS SELL 


In a recent survey, 1000 shoppers in ten stores were 
asked, ““Why did you come into this store?” The survey 
work sheets showed that window showmanship brought 
in twenty-eight per cent, newspaper advertising eleven 
per cent, the remainder, sixty-one per cent, were regular 
customers. This indicates the profit-pulling power of 
window decor and bids the jeweler to do his best to 
capitalize his investment behind the panes. 





RADIOS STIMULATE JEWELRY SALES 
(From page 213) 


are featured exclusively—over the Anderson -name, of 
course. 

A recent ad, for example, ran 24-inches, in two- 
columns, and spotlighted the small Coronet table model, 
priced at $35.85. Coronet was described in the ad as 
“Today's Best Radio Buy, Now Available at Anderson’s.” 
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Included in the ad were statements covering Coronet’s 
“wonder tone,” developed by war experience, and the 
simplicity and beauty of the table model—‘‘a radio you 
don’t have to place against a wall.” Seven Coronet fea- 
tures were described in the ad. 


Anderson’s also plays up its radio stock in its spot 
advertising over a Salt Lake radio station. 

“Certainly radios have proved to be a minor item in 
our store compared with sales of jewelry and allied mer- 
chandise,’” Mr. Maynes stated, “but without a doubt they 
have proved both in their own right, and as a jewelry 
sales stimulant, that there is a definite place for them in 
the modern, well-stocked jewelry store.” 





SMALLER SHARE OF SWISS WATCHES TO U. S. 
(From page 214) 


chronographs and stop watches, and watches of every 
description are made in the canton of Neuchatel. 

Although the war years were extremely busy ones for 
the Swiss watch manufacturing industry (even though 
total production was somewhat below that for 1938), it 
is felt that post-war conditions will not favor great ex- 
pansion of existing facilities. According to the brochure 
published by the Union Bank of Switzerland: 

“The most serious threat to the Swiss watch export 
[trade] appears to be that the domestic watch industries 
of other countries, such as Great Britain, the United 
States and Soviet Russia, are reportedly going to be 





developed and strengthened, partly with Government 
assistance. ... 





‘“. .. It will, therefore, be in the common interest of 
all, if applications for permits to establish new factorieg 
or to expand existing enterprises of the watch industry, 
are treated by the competent authorities with the neces. 
sary degree of caution. 


“Past experience demonstrates that Switzerland wij] 
be able to maintain her position in the watch industry 
only if she continues before all her traditional policy of 
manufacturing high quality watches. As the precision 
industry (in the wider sense of the word) is one of the 
most important foundations of our modern economy, the 
watch industry may in time find ways and means to ex- 
pand the production program.” 





MAKE YOUR ADS PAY OFF 


(From page 216) 


sheer waste of money; insistence by the advertiser wi] 
correct this condition in most instances and a withdrawal} 
of advertising support is better than continuing to run 
such copy. 

Look for out-of-the-ordinary types of advertising. 
Such advertising as telephone directories, theatre give- 
away calendars, etc., offer good places to spend adver- 
tising money when they can be purchased advantageously, 

Use novelty advertising with discretion. More jewelers 
waste more advertising money on “novelties” and “gim- 
cracks’ every vear than on any other form of promotion, 
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Study all such contemplated purchases with the utmost 
care and consideration. Apply the yardstick of “how 
much direct result can I expect” from this type of ad- 
vertising. Their use for ‘goodwill advertising” purposes 
‘n the jewelry business is very limited; same expenditure 
spent on improving window displays will in most cases 
produce better results. 

Take advantage of discounts. Nearly all jewelers 
know the dollar-and-cents wisdom of taking advantage 
of all possible discounts in purchasing but the same 
jewelers will overlook the cash savings obtainable in 
purchasing their advertising. It pays to check up on 
these possibilities. 

Study other merchants advertising. Many good ideas 
can be suggested by regular study of the advertising of 
other merchants in either one’s home town or in other 


city newspapers. 





SUGGESTIONS INCREASE STORE EFFICIENCY 


(From page 222) 


at the very top. Details of the system should be pre- 
sented fully; employees should be told at the beginning 
why, where, when, and how to enter suggestions. Re- 
wards, in money or glory, which go to those entering 
successful suggestions should be outlined. To keep em- 
ployees interested in sending their ideas in to the top 
management, a selling job as completely merchandised 
as any other selling operation must be undertaken. The 
best tool for this is unrelenting publicity. 


Envelope stuffers put into the workers’ pay should 
stress the means by which that pay can be increased. 
Posters, nailed on spots where employees pass regularly 
(such as the time clock) should stress the suggestion 
system. Companies with successful experience stress the 
fact that these posters must be rotated regularly, lest 
their familiarity detract from needed attention value. 

The regular channel through which suggestions flow 
must be outlined. The best means for collecting them is 
by using boxes, placed conspicuously about the store, and 
clearly labeled “Suggestion Drop Box.” To keep them 
coming, it is necessary to let employees know that their 
ideas are appreciated. One sure way of doing this is 
to offer a reward for suggestions which are put into use. 
This might be cash—the surest lure—or it might be 
glory, in the form of an appreciation certificate or a 
public commendation. Even unused suggestions should 
be answered courteously. One large manufacturer whose 
suggestion system saves thousands of dollars annually 
in operating cost sends a form letter, over the president’s 
signature, to all employees entering ideas. This is quick 
—and friendly—and effective. 

Many companies find that it is better to solicit un- 
signed ideas, since some employees always regard the 
set-up as a “trick” of the bosses. How to reward those 
who sent unsigned suggestions presented a problem to 
one large store, which worked out a neat solution. The 
form now used is perforated and numbered. The em- 
ployee writes his idea in the form’s top space, tears this 
off, and retains the bottom stub as his “ticket.” Then, 
if his suggestion is accepted, he bring the stub to the 
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office when a winner for ‘““Number 1048”’ jg announced 
en the bulletin board, and receives his prize, 

Regular forms for writing suggestions make jt easier 
for employees and result in more entries being received 
Usually, forms have space for the idea, and for the ia 
ployee’s estimate of what it will accomplish, Space 
should also be provided for the name if entries are 4, 
be signed; if not, key numbers must be printed on bot} 
top and stub. 

Most firms have found that keeping a ready supply 
of suggestion forms results in more entries being 1. 
ceived. A rack beside the drop box is ideal, and depart- 
ment managers may be supplied with forms for distyjby. 
tion to their subordinates. 

Quick acknowledgment of entries is usually appre. 
ciated by employees. One large shop empties its boxe 
daily, and sends out thank-you notes on the same day 
COOL OdeCC Cec ceeEeEO that the entries are received. Equally speedy treatment 
POY ai c66 should be given to checking practicability of the sug- 
= gestions. As soon as they are received, most companies 
route them to department heads and foremen for their 
comments. 

Another regular form is often used to expedite this 
operation. Attached to the suggestion form, it provides 
space for the department head’s comments and pro- 
posals, and contains sufficient space for two or three 
supervisors to express their views of the idea. Printed 
on colored stock and stamped “urgent,” a comment 
form stands out like a pay envelope on the supervisor's 
desk, crying for immediate attention. 

Final compilation of what is done about a suggestion 
— ome is kept in a permanent file by most firms. This indi- 

cates the suggestion itself, the employee entering it, 
the action taken, reward given the worker, and even 
the reasons for rejection if any. 

Once ideas have been received, passed upon, and ap- 
proved, they should be put into practice as quickly 
with the Delgar Safety Clasp* as possible. Seeing fast action taken on their co-work- 
ers’ suggestions, other employees are encouraged to 
enter their own ideas; moreover, if it’s a good money 
or time-saving idea, the quicker it goes into operation, 
and three strand necklaces with- the more good it can do. 

For employee’s ideas can do good. The best sugges- 
tions for doing routine things more efficiently, big com- 
panies have discovered, often originate at the bottom. 



































































You owe it to your customers 


to protect their valuable pearls 


Here is the only clasp which 
positively locks and secures two 
out special action. Easily attached 


to new strands or to restrings. 





Available in 10 and 14 karet Harnessing ideas from the bottom is smart business. 
white gold. 
Write for information regard- GEM OF THE MONTH 
ing this valuable insurance against (From page 224) 
the loss of pearl necklaces. dine, pyrope, andradite, etc. Then, different colors of 


these groups have sometimes received special names, but 
from a practical standpoint there are few to remember. 
“Potent Fonding Certain colors are characteristic of definite groups, only 
the deep red almandine and pyrope are confused; the 
former is an iron-aluminum, and the latter, a magnesium, 
aluminum-silicate. The browns of the hessonite variety 
of grossularite, a calcium, aluminum-silicate, may rarely 
be confused with the orange browns of the manganese 
aluminum spessartite. The pink of the rare rhodolite 
5 North Wabash Avenue 760 Market Street variety of pyrope and the brilliant green of the deman- 

ee ee seteca tue Ae liamie des toid variety of andradite are not to be confused with 
other gems. 


DELGAR, Inc. 


Jewelry Manufacturers 


665 Fifth Avenue, New York 22, N. Y. 
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The commonest garnets are the loose pebbles of deep 
red pyrope weathered out of a rock in Bohemia and 
once widely sold in a very characteristic type of jewelry. 
The abundance of this material and the low value placed 
upon it has been one of the most important factors in 
allocating garnet to the place it occupies as a precious 
stone. Then too, fashion was a factor, for Bohemian 
garnet jewelry was characteristic of an era of taste; 
an era recently revived in vogue as true antiques have 
become scarce. Most of these stones are very small 
however, the large “carbuncles” of Pliny’s day were 
the almandine garnets from Alabanda in Asia Minor. 
Later, stones of this sort came from Pegu, in Burma, 
and they were common in ancient jewelry. Actually 
all red stones went under the name of carbuncle, so it 
‘s now indefinite whether the ancients ascribed certain 
supernatural powers to garnets or to rubies. It is cer- 
tain, considering the abundance of garnets, that they 
were the best known and most widely owned red stones 
then, as they are today. 

These large rounded stones known as carbuncles were 
always cut without facets, but were sometimes engraved. 
Many have been made more translucent by a concave 
rounding of the back to thin the thickness of the material. 
A deliberate cutting away of material gives an idea of 
its worth in India, when we recall the native practice 
of cutting sapphires for maximum weight, almost dis- 
regarding other considerations. Many of the Indian 
carbuncles display a four-rayed star, caused by inclu- 
sions with a regular orientation comparable to those in 
the star sapphire. 

Getting back to pyrope garnets we find two other 
especially interesting occurrences of fine red_ stones. 
One locality is in the South African diamond pipes 
where the garnets are an accidental accompaniment to 
the diamonds. The second, and even more unorthodox 
means of discovering this gemstone is in Arizona where 
man is not required to do any of the mining. Here ants 
have worked for him, excavating their burrows, carrying 
the objectionable “‘boulders” out of their hallways and 
depositing them on the refuse hills, where man can have 
them for the effort of stooping over. These stones (nat- 
urally never immense, but reaching very respectable 
sizes, considering the dimensions of the miners) are 
very attractively colored. 

After the common red garnets, those usually called 
to mind when garnet is mentioned, we must turn our 
attention to the rarer and more spectacular varieties. 
Chief among them is hessonite, the cinnamon stone, a 
variety of grossularite. This is found in some abundance 
in Ceylon, where it occurs in the gem gravels (one 
wonders if these fabulous “gravels” ever contain any- 
thing so earthy as quartz, the mother of gravel in less 
exotic climes). It ranges from yellow to orange-brown 
and its refractive index is the lowest of the garnet family 
—1.741 to 1.748. This, plus its isotropic character, the 
lack of double refraction, should suffice for the identi- 
fication. Its crystals, as are those of all garnets, are so 
unmistakable that recognition of the shape brings instant 
identification. However, there is one rather misleading 
type of grossularite garnet which would be hard to 
identify without a microscope if it were not easy to 
recognize again, once seen. This is the emerald green 
“South African Jade” (a very undesirable term) gros- 
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sularite, colored by a chromium pigmentation and occur. 
ring in compact, opaque, fine-grained veins cutting black 
chromite ore. Similar finely granular white to green 
material is found elsewhere, including Burma, and it is 
conceivable that some may have been cut by the Chinese 
as jade, for in this form it resembles some jadeite. 

Then we have the rather rare spessartite garnet 
seldom found in stones of any size. The largest recorded 
is from Amelia, Virginia, and is illustrated in Ky’ 
“Gemstones of North America.” It weighs some 9¢ 
carats, but it is only a translucent stone at best, The 
many smaller stones of this locality are badly flawed ag 
well. Herbert-Smith considers a 6 carat, presumably 
flawless, stone in the British Museum (Natural History) 
exceptional. Very dark masses have recently been found 
in Ceara, northern Brazil, and gems of any desired size 
could be cut from this material. However, the flawlesg 
material is so dark that stones over a few carats ip 
weight are impractical. These are interesting in that 
the larger stones are far more effective at night than 
by day. 

The rarest of all garnets, the most prized and the 
most attractive are members of the normally non-gemmy 
andradite group of calcium iron garnet. Jewelers have 
most inaptly termed this material olivine (properly the 
name for the group of minerals to which peridot belongs) 
instead of its correct name, demantoid. True demantoid 
garnets are found only in Russia. ‘They formed in 
rounded pebbles in a serpentine and are found loose ia 
a stream bed cutting this deposit. Unfortunately, the 
stones are rare and the sizes small. Six-carat gems 
are very unusual. In color they range from olive green 
to a brilliant grass green, yellower than emerald and 
far more brilliant. Really fine stones, however, are 
both rare and very expensive. Small stones are common, 
the frequently seen golden snakes and lizards with ruby 
eyes and rows of green stones down their backs, are set 
with demantoids. 

Considering the frequency with which garnets are 
found, it might be thought surprising that gem stones 
are so few. This is due in part to garnet’s manner of 
formation; it is generally recognized as being a mineral 
of metamorphic rocks, growing under conditions of high 
heat and pressure. In such occurrences, it will not often 
have a chance to develop in clear unstrained crystals, 
free of foreign inclusions, hence, only in special cases 
will gemmy crystals form. As a matter of fact, garnets 
in pegmatities and included between mica sheets are 
often surprisingly clean, considering the limitations 
under which they formed. 

The “carbuncles” of Pliny accumulated all of the 
traditions but these could equally apply to any red 
stone. Only with the advent of chemical analysis and 
proper mineralogical identification work were the rare 
variously-colored stones recognized as being related to 
their more common brethren; hence, from a birthstone 
standpoint, the mystic powers of carbuncle should reside 
only in the red stones. However, that can be a matter 
of opinion. Wearers of carbuncle were warned to be 
on their guard, for it was considered a powerful heart 
stimulant. Supposed to be dragon’s eyes, they were 
thought to have a power of phosphorescence; according 
to one account, a carbuncle served as a source of illv- 
mination in Noah’s Ark. 
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The following questions and answers are designed to 


sat rovide in simplified form that information essential in 
”  stailer-customer relations whenever these gems are 
¥: discussed : 
What is commonly called Garnet, the January 
= birthstone ? 
The dark red or brownish red garnet. 
et, What are the correct ,full names for this ma- 
terial P 
az Bohemian or Pyrope (Greek for fire-like) Garnet. 
- What is the derivation of the word Garnet? 
he It comes from the Latin “granatus’’ meaning seed- 
” like and refers to the red seeds of the pomegranate which 
ly small red garnet crystals in matrix resemble. 
y) How long has Garnet been known? 
nd The carbuncle of the Bible was Garnet. 
ze How was the Garnet regarded in those days? 
83 The Crusaders carried carbuncles as protection against 
in wounds and poisoning. 
at What is a carbuncle today? 
n It is reddish garnet cut en cabachon (convex top). 
Where is Garnet used for jewelry found? 
- It was formerly found in Bohemia but today most 
y comes from Burma and Brazil. Good quality material 


has been scarce. 
Where is mineral (non-jewelry) Garnet found? 


Nearly everywhere but especially in the United States, 

Alaska and South Africa. 

For what is mineral Garnet used? 

As an abrasive. Garnet paper is better for some pur- 
poses than sandpaper. 

How does Garnet look when found? 

Usually lustrous, deep red pebbles. Sometimes the 
opaque variety is found in well-formed multi-faced, ball- 
: like crystals. 

How is Garnet mined? 

| Most material is recovered from sand in old river beds. 
| It is rarely quarried out of the mother-rock. 

How is Garnet cut in the trade? 

Cabachon, sometimes with a hollow back; brilliant 
cut; emerald cut; engraved or carved; rose cut, faceted 
with pointed top, flat back, for “antique” jewelry. 

What erroneous names were formerly used for 
Garnet P | 

Before modern chemical differentiation, red garnets 
were often mistaken for rubies. Names like Cape Ruby 
for Garnet are erroneous and obsolete and should be 
avoided. 

How does Garnet wear? 

It is quite durable. Much antique garnet jewelry in 
vogue years ago has been brought out and is again being 
worn. 

The following are the physical characteristics of the 
common red or Bohemian Garnet: 





NE eo cons wo psind deen pha es Garnet 
Meee) NOUN 2.55 ccd sacssseatuan Pyrope 
WD 5 pani s (20h 04 vane Red or Reddish 
Composition ... Magnesium Aluminum Silicate 
Crystal System ........... ween ... Cubic 
PRT TETTET TET yer rr er. Pe 
Specific Gravity ........... Kn eseuiake Oe 
Refractive Index (Single) ............ 1.75 


What is Almandine Garnet or Almandine? 

It is usually purplish but much of it is red like pyrope. 

How can Almandine be distinguished from 
Ppyrope ?P 
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While looking alike, their refractive indices and For identification. Garnets, spinels and diamonds 
































specific gravities are quite different. (also glass) are the only single refractive, transparent 
Where is Almandine Garnet found? gemstones. 
Principally in Burma and Ceylon but non-gem quality How can the various Garnets be identified? 


material occurs in many places, mostly in opaque variety. 


They have different refractive indices, specific gravi 
> : . i ; it 
a optical effect sometimes occurs in Alman on alll dx tania alk ieee. y 


This gem material sometimes shows a star, usually of Characteristics of the various Garnet species are ag 


four rays but in rare cases, six-rays have been found. follows: 
What other colors of Garnet are known? Name Hardness’ Sp. Gr. RI. 
They are found in practically every color except blue. Bohemian Garnet ..... T+. . BAS os ee 
What is the most expensive Garnet? Almandine Garnet .... 7144 .... 4.00 .... 1.79 
The brilliant green variety, called Demantoid (dia- Demantoid Garnet .... 644 .... 3.80 .... 1.8 
mond-like). This gem approaches the emerald shade Hessonite Garnet ..... , «oss BE Ue 
and exceeds the diamond in “fire” (dispersion). Andradite, Crossularite, Spessartite, Uvarovite, To. 
Where have Demantoid Garnets been found? pazolite, Melanite Rhodolite, etc., are variety or species 


They are very rare but the finest come from the Ural 
Mountains in Russia. 
What are Demantoids sometimes incorrectly 


designations applied to various garnets by mineralogists 
and collectors but as they are of little interest to the 
jeweler, these names should not be encouraged. 





called? 

“Olivine” which is the mineral name for Peridot. 
Demantoid is much rarer, costlier, and has more fire LITTLE THINGS CAN COUNT 
than true Olivine. (From page 226) 


What is Hessonite Garnet? 

The “Cinnamon Stone” of Ceylon. This is brownish 
red when “looked at”” but orange when “looked through.” 

How are all Garnets related? 

Only chemically, differing only slightly from each 


invariably wins the gratitude of mothers with small 
children. Realizing how restless children get while on 
shopping tours with their parents, a courteous attendant 
at the jewelry store is ever alert to provide the youngster 
with a piece of candy from a large stock kept in the 


ther. 
: How sen alt Gorante éliikn? store, or give him a child’s book to amuse himself. 
They are all single refractive. In an effort to obtain and hold the trade of servicemen 
Of what importance is this P returning to civilian life, the stores procured a large 
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FOCUS CUSTOMER ATTENTION and 
Ring Up FASTER SALES... 


WITH THESE TWO KORN DISPLAY SYSTEMS. Here are two popular systems whose compelling 
display showmanship has helped bring about faster buying action wherever used. Designed to allow 
many interesting “arrangements . . . constructed for long continuous use. 


<= The "HOWARD" 
RING TRAY SYSTEM 


Ie" S , > Displays 158 rings. Ring trays for 

cata 3 | | ladies, gents and bridals. Choice of 

-— oo | . _ ' color combinations. 6 foot length 
—_— | " 4 complete with tray carrier. 


The "SEYMOUR" => , 








WATCH OR JEWELRY . | se 
CASE SYSTEM 2 ti 
Riser fronts in velvet, riser tops and — ee 
floorboards covered with Bengaline. ee : 
Choice of color combinations. Stand- 
ard 6 foot length. 


$ 5 9.50 Order Direct from Factory and Save 


Designers and Manufacturers, Inc. 
17-21 ELM STREET BUFFALO 3, N. Y. 
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number of leather folders for discharge papers and gave 
one to each ex-GI customer. 

Mr. Bartley remains true to the Church Street store 
and spends most of his time there although he occasion- 
ally “visits” the other establishment on Granby Street, 
the city’s main business street. 

Two of his sons manage the stores: Edward Bartley 
the one on Granby Street and Louis Bartley the Church 
Street unit. A daughter is also in the jewelry business, 
having joined her husband in the operation of a store 
across the river in Portsmouth. 

Mr. Bartley is just as faithful to his employees as to 
his customers. Among favors accorded them is a steak 
and champagne party each Christmas. 





RADIO SERIES FEATURES APPRAISALS 
(From page 230) 


he would conduct a radio series identifying and apprais- 
ing stones—with a week in between to examine them 
properly. Somewhat to his own surprise Mr. Wiss as- 
sented and plans were laid for weekly broadcast. 

As invariably happens with a radio program, before 
it reached the air certain revisions had been made. The 
inscrutable powers which control the ether decided that 
the idea of an “expert” was wonderful. Then, with 
characteristic enthusiasm, they decided that a program 
with four experts would be at least four times as wonder- 
ful. As a result, experts in other fields were added: one 
for books and manuscripts, another for stamps, etc. 

It was announced, preliminary to the initial broadcast, 
that the experts on ““What’s It Worth” would attempt 
to appraise articles during the program. But if the item 
turned out to be of the sort which required study and 
scientific testing, the “expert’s” opinion would be given 
the following week, instead. Listeners were urged to 
bring articles to WN EW’’s studios for the first broadcast. 

The first airing of “What’s It Worth” was extremely 
successful and, after a few weeks, it was found necessary 
to add an expert or two to cover fields not previously 
considered. Some listeners insisted upon an “on-the- 
spot” appraisal or none at all, not wishing to part with 
their treasures for a week’s time. In most cases of 
jewelry where this attitude was shown, no appraisal was 
forthcoming. However, the majority of persons bring- 
ing in items were perfectly willing to surrender it for a 
week for analysis and examination. They realized that 
there was no other way of determining its value. 

As the expert on jewelry, Mr. Wiss found himself 
face-to-face with the old appraiser’s bugbear: wholesale 
or retail value? Consequently, from the program’s in- 
ception, he has always given values in retail terms, say- 
ing: “This would cost about so-much in a jewelry store 
today.’ Other members of the panel have adopted a 
similar policy and, as a result, no exaggerated ideas enter 
the minds of the listeners. 

Sometimes (although not very often) it develops that 
people have actually obtained far more valuable articles 
than they realized originally. This was the case of one 
GI who had bought a ring with a carved stone under the 
impression that it was jade. Upon examination by Mr. 
Wiss between sessions of “What’s It Worth?”, the lad 
learned that the stone wasn’t jade at all, but a rather 

(Please turn to page 287) 
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A COMPLETE LINE OF OPALS 
FOR THE 
MANUFACTURING JEWELER 


ALL QUALITIES—ALL SIZES 
CUT ON OUR PREMISES 


Manning Opal Corporation 
22 West 48th Street, New York 19, N. Y. 
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Can You Help Me? 
My Display Problem Is: 


oa ee 





by VIRGINIA DIXON 


Readers’ questions about window and inside-store display 
ill be answered in this department each month by Miss Vir- 
ginia Dixon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field. Miss 
Dizon is already well known to JC-K readers as the author of 
many stand-out articles on jewelry store display. 


W. would appreciate your suggestions regarding the 


handling of our new store front and interior. The 
store is only six feet wide, wall to wall, at the sidewalk 
line. We would like to use about twenty or thirty feet 
from the threshold line for the interior and would like 
to know what sizes you would recommend for floor show- 
cases, wallcases, aisle space behind the showcases and 
also the customer floor space. 

We would also like to know whether you would recom- 
mend one window and a doorway for this small space or 
whether it would be possible to have two narrow windows 
and a door?—B. P. A. 

Answer—As far as the sizes of wallcases, counter- 
cases, aisle space, etc., is concerned, I can only suggest 
that you utilize the smallest scale pieces available since 
the very minimum would give you no more than adequate 
floor space for customers. I don’t know just what stand- 
ard sizes are available, but you could get suggestions 
from Grand Rapids Store Equipment Company or other 


w 


suppliers. 
Simple modern designs in blonde woods would look 
the best .. . avoiding heavy, ornate pieces. Since your 


doorway should be from three and a half to four feet in 
width, the remaining space can be used to best advantage 
in one window rather than two tiny ones. 

The following companies all have well illustrated book- 
lets showing modern store fronts :—Libby-Owens-Ford 
Glass Company, Toledo, Ohio; Pittsburgh Plate Glass 
Company, Pittsburgh, Pa.; Kawneer Company, Niles, 
Mich. (all have local branch offices). 

The so-called “‘open” store front would be particularly 
effective in your case—tending to make the shop appear 
larger and more spacious. Generous use of glass and 
mirrors inside the store would also tend to “widen” it. 


AM planning our 50th anniversary celebration for 

early next year and my greatest problem is the win- 
dow displays. Would like to use large banners in each 
of the two windows with the firm name and the dates— 
1897 in one window and 1947 in the other. Would it be 
possible to get a small figure dressed in the style of 1897 
for the first window? Modern jewelry would be shown 
in the 1947 window.—P. K. I. 

Answer—The miniature figure which you suggest 
would, I believe, have to be made up to order. It would 
be nice to have a companion figure in modern dress for 
the other window. There are many display houses in 
New York who could make up such figures for you, but 
single figures are apt to run quite high. It would prob- 
ably be considerably less expensive to have the dressing 
of the figures done locally by some one handy at that 
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Exclusive — different — the Saftigrip is 
Nylon stitched for greater beauty and 
durability. Check these other features— 


Easy to grip—easy to carry. Safety notch on top of slot- 
Extra-heavy plastic frame, ting to prevent coins from 
reinforced to prevent falling out. 
spreading. 2 convenient compartments 
Complete zipper enclosure. for keys. 


In a variety of styles—$12 doz. to $18 doz. 


The “SAFTIGRIP” feature is also available in the F. O. MERZ 
& CO. key cases, coin purses, billfolds and manicure sets. 


Be sure to see the Merz Displays, 
at the following Gift Shows 


PHILADELPHIA NEW YORK 
Convention Hall, Booth 210-214 Hotel New Yorker, Room 542 
January 20th to 24th February 24th to 28th 
BOSTON 
CHICAGO Parker House Gift Show 
Palmer House, Room 753 January 20th to 24th 


February 3rd to 14th Parker House Housewares Show 
February 10th to 14th 


\ 


A 


4Olths. F.0. MERZ & CO 
"y3 

of QUALITY é . r : 

104-6 N. 63rd St., PHILADELPHIA 39, PA. 


225 FIFTH AVE., NEW YORK 10, N. Y. 
PARKER HOUSE, BOSTON 7, MASS. 
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Genuine diamoud 
aud pearl pbuligue 
veprducttaus .. . 


exquisitely designed heir- 
loom rings of the Czarist 
and Napoleonic period... 
reproduced by expert 
craftsmen of today... ex- 
citingly different . . . un- 
usually romantic. Solid 
gold and faced with en- 
during brilliant enamel... 
earrings to match, optional. 


D. SCHNEIDER 


Antique and Modern Jewels 
74 West 46th Street New York I9, N.Y. 


Manufacturing Jewelers 





Supplies for 
CASTING JEWELRY 


istobalite Investment 
ate Investments and Binders 
Pattern Waxes 
Moulding Rubber 
Stainless Steel Flasks 
Rubber Sprue Bases 
Casting Crucibles 


MELTING PRECIOUS METALS 


Furnaces 
CruciBles 

Tongs 

Asbestos Mittens 


REFINING and ASSAYING 


Fluxes 
Test Lead and Litharge 


Assay Foil 
Scorifiers and Crucibles 


Furnace Muffles 


We stock a complete line of supplies and 
equipment for casting, melting, refining and 


assaying precious metals. 


ALEXANDER SAUNDERS & co. 


Successor to J. Goebel & Co. Est. 1865 


95 BEDFORD STREET NEW YORK CITY 14 
Beekman 3-6050 


PROVIDENCE BRANCH ' 
tative 
Charles M. Phillips, Represen Providence, R. I. 


26 Custom House St. Telephone Union 9012 
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Now available for your Holiday and Spring 
business. See our new and complete line of 
Rosaries. We invite your inquiries for sam- 
ples which will receive our prompt attention. 


COUPE, MURPHY 
COMPANY 


EST. 1917—— MANUFACTURERS OF 


Rosary Beads, Medals and Crosses 
86 WEYBOSSET STREET PROVIDENCE 3, R. I. 
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WANTED 


Nationally prominent distributor 
of. highly-styled Costume Jewelry line 
has openings for the following: 


SALES MANAGER. Must be able to or- 
ganize and supervise sales personnel. In 
addition this man must have advertising 
background that will enable him to suc- 
cessfully plan sales and advertising cam- 
paigns. Salary commensurate with ability. 


SALESMAN with car. Must have estab- 
lished following among high-grade jewel- 
ers, specialty shops and department 
stores. Choice territories, excellent condi- 
tions. No objection to non-competing line. 
All replies held in strict confidence. Please 
give full particulars in first letter. 


PYRAMID JEWELRY 
CO., INC. 


673 BROADWAY NEW YORK 
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sort of thing. If you have no other figures available, 
certain types of children’s dolls might be used. 

Katherine Burr Fleming, 76 Rogers St., Branford, 
Conn., has a collection of 19th century costumes and 
accessories available for rental, but these are of course 
full size. Possibly you could make use of some of the 
accessories. Miss Fleming will mail a circular and photos 
on request. 

An anniversary idea which has been used very success- 
fully is to locate and borrow for display some piece of 
jewelry or silverware, possibly still in use, which was 
purchased from the store during their first year in busi- 
ness. Something of this kind will always attract interest 
and attention. One store was lucky enough to be able 
to obtain the item comprising the store’s very first sale 
the day the store opened ! 


HERE can we obtain one of the Comura church 
window panels of which we have heard? We under- 
stand that these can be illuminated from behind to re- 
semble a stained glass window?—A. B. N. 
Answer—You can order these panels from the manu- 
facturer, W. L. Stensgaard & Associates, 346 N. Justine 
Street, Chicago 7, Ill. They also have a branch office at 
30 Rockefeller Plaza, New York City. There are a great 
variety of designs available in the “Comura” panels 
which are exclusive with Stensgaard. 


SHOPPING NOTES 


HY not start the New Year right with new, good 
looking store name signs in each window? Simple, 


smart engraved plastic signs are offered for prompt de- 
livery from Oscar Lee, 226 South Wabash Ave., Chicago 
4, Ill. Some are black or gray plastic with white letters; 
others are clear plastic with frost engraved letters. If 
you have several windows, it is a smart idea to have a 
window number included with firm name or on a separate 
sign. 

Good idea to check on Swivelier Lighting Fixtures, if 
you haven't already seen them, before buying new light- 
ing units. They come with good looking hood shades and 
are most conveniently adjustable. They can be attached 
permanently on various length stems or close to ceiling, 
or may be had with portable base. Make excellent sup- 
plementary spot lighting either in the window or in the 
store. Swivelier Company, 30 Irving Place, New York 
3, N. Y., will give you the name of their nearest dis- 
tributor. 


For temporary and flexible backgrounds, woven wood 
screens are about the handiest fixture you can have. 
They are light in weight, roll up tightly for storage, are 
simple and modern in appearance, can be repainted to 
suit your fancy or the season and can be adjusted to an 
infinite variety of contours . . . good both for the window 
and for spot displays in the store. Some sizes and colors 
are available for immediate delivery from Tropicraft, 
535 Sutter Street, San Francisco, Calif., and they can 
be custom-made to any color and size (up to 12 feet in 
height). 
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Yes, youngster, we’re very glad to see you. In 
fact, we’ve been looking forward to your arrival 
with eager anticipation because we’re sure you’re 

“our baby.” We're placing our confidence in you 
to provide the happy solution to our, and all in- 
dustry’s, problems which your predecessor, Old 

Man ’46 failed to produce. 


Trade Mark Registered In 
United States and Canada 
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MANUFACTURING JEWELERS 


2 GARDEN ST., NEWARK 5, N. J. 
Member American Gem Society 
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THE NEW NIASH CLIP 
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. A brilliant center diamond with 
an aesthetic setting 
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ms 
9) rage Make this day for happy 


ps hearts ... memorable with 
ae t . LQ —-- E heoutiiel quality gift from 
(A “4 Se Se Charming gold bracelet our exciting jewelry select 
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Casy lo vhssemtle || ir A (SIGNATURE) 
Here is an inexpensive handy clip with a 
Cop:. ‘Copr. Advertisers Mart Inc. + inc. 1946 


el-tolU hiv mmel-cilelsMma-celligiare Maaco ce) (ol-lalare | aTTSTANDING ADVERTISING SERVICE 


. . . : DRAMATIC ILLUSTRATIONS 
operations or bending. After base is at BEAUTIFULLY DRAWN JEWELRY ITEMS 


: : , | STRONG, COMPELLING, SALES-PULLING COPY 
tached to the earring, just snap on the clip | EACH AD COMPLETE IN ONE MAT TO SAVE YOUR TIME 


We specialize in jewelry advertising and issue quality news- 
paper advertising mat services for jewelers. We offer exclu- 
sive use in a city. Make your reservation now. 


; | THIS IS A POWERFUL SALES BUILDER 
sold in all colors, 10 K ol are) 14 K. | Write or Wire Today for Samgdes and Prices for Use in Your City 


ADVERTISERS MART INC. 


NIASH etining Co "tad sgge 522 FIFTH AVENUE = * ~—- NEW YORK 18, N. Y. 
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For the Perfect Host or Hostess! 


7 WA Created for 
SIMPLICITY and BEAUTY 





The “MODERNE” 
by EMSON 


SIMULATED PEARLS 
COSTUME JEWELRY 


Just read these excellent features: 
@ One quarter turn opens or closes 


spout— 
T ‘ @ Shake without fear of leakage— 
Unusually large variety of forever @ Top is easy to put on and take off— 
@ No loose parts to misplace or 
new and different designs and drop— 
@ Strainer is easily removed for 
styles for comi Spring— en i 
y ing opring @ Lightweight, high lustre aluminum 
| @® Holds one quart and a quarter 
that conform to changing | * Pat. Pending 


$9.95 Retail 


Minimum ‘2 Doz. 


individually boxed. Write for full particulars about 
EMSON’S full line of BAR ACCESSORIES and 
GIFTWARE. 


ni Ta iaischor co. EMSON PRODUCTS CORP. 
Bridgeport, Conn. 


feminine fashions. 
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RADIO SERIES FEATURES APPRAISALS 
(From page 281) 


poor variety of emerald which had to be carved in order 
to hide the imperfections. However, as jade the ring 
would have been worth $75, while as even poor-quality 
emerald the stone was worth $300. 

Usually, however, the opposite is true: the GI is dis- 
appointed and has bought an airport-light glass under 
the impression that it is a ruby. 

Many articles brought for Mr. Wiss’s appraisal are 
examples of the popular misconception “‘it’s old so it 
must be valuable.” The main trouble with most of these 
“antiques” is the fact that they’re not old enough, Mr. 
Wiss explains. However, some examples of early Amer- 
ican silver and pewter have been identified as a result 
of the program. 

Selection of Mr. Wiss for the jeweler on the board 
of experts of “What’s It Worth ?”’ probably came as a 
result of his long-established habit of delivering lectures 
to woman’s clubs, social organizations, etc. As such a 
speaker, he was a “natural” for the air. Also, of course, 
the prestige of the Wiss firm is such that he just natur- 
ally qualifies as an “expert.” 

As a result of the broadcasts, Mr. Wiss’s lecture 
calendar is filled to overflowing—he cannot hope to 
accept all of the demands on his time and still operate 
his firm efficiently. However, he does his best to fill as 
many engagements as possible. 


Mr. Wiss’s participation on ““What’s It Worth?’ does 
the Wiss firm no harm, either. Although the program is 
not sponsored by any firm, the Wiss store reaps many a 
customer from it. Persons far from the Newark trading 
area write in and call in person, anxious to deal with the 
firm which provides the jewelry “expert” on the air. 





HERE COMES COMPETITON! 
(From page 238) 


other business men” for this is a sure method of appear- 
ing foolish in the eyes of everyone concerned and mak- 
ing those customers and fellow business men certain 
that we are worried and plenty worried at that. No 
matter what mistakes, or mistake, this new jeweler 
may commit in getting started, maintain an aloof atti- 
tude insofar as criticizing his way of doing things. 


“Let the competitor set the type of competition” is 
one of the best pieces of advice old-timers offer for they 
have learned how many a good competitor was ruined 
by their stepping out with a throat-cutting selling cam- 
paign when the new jeweler had no such intentions in 
his own competitive campaign. It has always been 
proven wisest to let the new competitor determine how 
our business rivalry is to be conducted and counter him 
on his own grounds. 

Each of these eight pointers can help us to meet the 
business of that new competitor intelligently; for years 
they have helped successful jewelers handle the same 
problem elsewhere. 
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IGH SCHOOL students are your best 
future potential buyers of watches and 
diamonds. Sell them school rings and class 
pins now. Write for our catalog showing 
complete line of grammar school and high 


school jewelry. Samples sent on memo. 


METAL ARTS CO., Inc. 
Dept. 40, Rochester, N. Y. 


Manufacturers of class pins, sterling silver and 10K gold rings, 
fraternal emblems, athletic awards, etc., for over 30 years. 
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AGAIN AVAILABLE! 
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DIAMOND GAUGE 








SOLD THROUGH JEWELERS SUPPLY HOUSES 


COMPLETE WITH BOOK AND POINT— 
$9.00 


HAMMEL, RIGLANDER & CO. Inc. 


EXCLUSIVE WHOLESALE DISTRIBUTORS 
395 FOURTH AVE. NEW YORK 16, N. Y. 





























Popular 
Priced 


COSTUME JEWELRY 
NOVELTIES 
WATCH ATTACHMENTS 


and the nationally advertised 


CLEOPATRA PEARLS 


1500 NEW 
SALEABLE JEWELRY ITEMS 


FOR— 

WHOLESALERS 

DISTRIBUTORS 

JOBBERS 

QUANTITY USERS 

EXPORTERS On your next New York trip, see 


our sumptuous assortment of money- 
making resale items. Send for our 
latest illustrations today — NOW! 





IRVING SACKS, Inc. 


Manufacturers and Erporters 


264 FIFTH AVE. . TEL. LE 2-6950 
NEW YORK I, N. Y. Cable Address SACKSIRVIN, N. Y. 
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OLD JEWELS CREATE NEW INTEREST 


(From page 236) 


gave him this idea. Why not put something very old in 
the window? But what? “I’ve got to put just the right 
thing in there, or some passersby may take it wrong, 
and think I handle only old jewelry! So what'll I put 
in my window? And how many things? And how often?” 

Once this idea had impressed itself upon young Joe, 
he wasted no time working it out. “I’ll just put in one 
large heirloom,” he planned, ‘‘and have it such an out- 
standing one that window shoppers will feel bound to 
come in and ask about it!” 

Enthusiastic over his new plan, Joe contacted the 
broker of the Hetty Green estate, and purchased several 
of the antiques which were being offered for sale, mak- 
ing sure they would make good window pieces. Mrs. 
Green, supposedly one of America’s richest women, had 
invested much of her wealth in precious jewels and 
sculptured pieces encrusted with stones. It was one of 
these that Joe decided to exhibit first. It was a silver 
jeweled mantelpiece depicting a scene from history. In 
it a majestically robed king reads a death verdict to a 
prisoner who kneels before him asking for clemency. 
To the rear stands the waiting executioner. Valued at 
$25,000, this mantelpiece was literally loaded with gems 
including more than 300 diamonds, 200 rubies, 100 


sapphires and seven large star sapphires. It was twelve- 
inches long and seven-and-a-half inches high. 

“Something like this is so outstanding it’s got to have 
the simplest kind of background,” said Joe, “and what’s 
simpler or more startling than black velvet?” So on a 
little raised dais in the window, Joe draped the velvet. 
The whole window base was covered with this material, 
and on the dais, Joe set this mantelpiece. He did not 
mention it in his newspaper or radio advertising. He 
felt that the piece was so outstanding that it would com- 
pel attention. And his hunch proved right! Young as 
he was, his sense of showmanship had been correct. 

By the third day after the piece was on display, the 
police had to direct crowds to keep on walking, because 
of the many people who stopped in front of the window 
to look at the luxurious beauty of this display piece. 
Naturally it was only a simple step to step inside to 
inquire about the piece and subsequently sales increased. 
To the many queries he had, Joe answered that the piece 
was not for sale until it had outlived its usefulness as a 
drawing card for sales. But eventually, it would be 
sold intact. 

The window lights were left on all night, and many 
an evening stroller stopped to admire this window. Fin- 
ally a local paper printed a picture of this heirloom 
together with a description of its history and worth. 
Naturally, this, too, had the desired effect of increasing 
sales. Those who had not already seen it for themselves 
came down to check with the newspaper’s account. 
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“GIFT-OFTHE-MONTH”™* 


AS ADVERTISED IN 


VOGUE 


Fob No. 7467 — $30 doz. 
Earrings No. 7517 — $18 doz. 


Made of silver plated metal, dial and 
hands set with crystal rhinestones and jet 
baguettes. Terrific style and value com- 
bination to boost your January sales. 
Order now. Remember — “It’s better to 
sell them than to compete against them.” 


JAY KEL, Ine. 


307 FIFTH AVE., NEW YORK 16, N. Y. 
Chicago: 36 South State Street 


BEST SELLING GIFT PEARLS, All boxed (Simulated) 


402/11. Single strand graduated glass bead. Rhinestone clasp. 
Satin lined box $30 doz. 
2, 3, 4 and 5 strand as above, available. 
410/11. Single strand graduated glass bead. Fine sterling 
SE SE nc ddenn aconddbnessen andusebtesaadaan $24 doz. 
2, 3, 4 and 5 strand as above, available. 


413/1. Single strand hand melted graduated wer 


e*eeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


10 K. gold clasp. Satin lined box. .......cccccceces doz. 
428/1. Single strand small graduated glass bead. Fine 
RE Gn Oe a a eae Seal $13.50 doz. 


2, 3, 4 and 5 strand as above, available. 


430/11. Single strand graduated glass bead. Fine filigree 
Gs ks co nascdeadashus Keadlsetaomsetses be 40 veer $18 doz. 
2, 3, 4 and 5 strand as above, available. 


*Trade Mark Reg. Pending 
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After about six weeks of this display, Mr. 'T'anezer 
replaced the first mantelpiece with another from the 
same Hetty Green estate; and his plan for the winter 
months is to keep putting in just one outstanding display 
piece from time to time. 

Thus one of the most important principles of adver- 
tising—-contrast—has once again proven its sales-increas- 
ing value for Josef’s of Milwaukee. 





LITTLE KNOWN GEMSTONES 
(From page 242) 


today, soft red paint ore is an important pigment, ex- 
ceeding in value the more compact masses used in the 
iron smelters. Mixed ores, of varying degrees of com- 
paction supply the world’s iron, but in only a few locali- 
ties do we find the hard blue black masses of so-called 
“specular” or columnar hematite which have been used 
for gems. Chief source of this material is England, 
whence selected specimens have in ages past been shipped 
to Germany, where carvings have been worked in the 
faces of the shaped and polished gems. 

The finely ground hematite mud which flows from the 
wheel is colored red for it is a peculiar characteristic of 
hematite that although it is black when in the form of a 
solid stone it grinds to a red powder. It is this fact 
which gave the mineral its German name Blutstein 
(bloodstone) and the Grecian equivalent hematite, haema 
being the Greek word for blood. 

Because of this quality of turning red when powdered, 





hematite is one of the easiest stones to identify, fo, 
when a piece of it is drawn across an unglazed white 
porcelain tile, it leaves a deep red mark. It is the only 
black stone which does so. Other black minerals, even 
though they may be similar in appearance, will leaye a 
black, a brown, or even a white streak but none of them 
will make a red mark. The test is easy to make and jg 
an absolutely sure method of distinguishing the natura] 
stone from the man-made, pressed, imitation. 

Hematite has a specific gravity of 4.95 to 5.16 and 4 
hardness of 6.5 on the Mohs scale. It crystallizes jy 
the hexagonal system and it is found in shiny black 
metallic crystals at several localities, among which 
Brazil, Elba and Switzerland are outstanding. However. 
the pieces in which this hematite is found are too smal] 
for cutting and this is not the material used for intagliog, 
The cuttable material occurs in fibrous compact black to 
reddish black masses, the top surface of which assumes 
a rounded shape which gives it the common name of 
kidney ore. When these masses are broken, they split 
into pointed crystalline pieces as shown in the accom- 
panying pictures. Though hematite is found in masses 
of this type in most of the iron districts of the world, 
only the British ore has been utilized to any great extent, 

As a matter of fact, the potential market for the 
natural hematite has been greatly lessened by the intro- 
duction a few years ago of an artificially made imitation 
which is being distributed under a trademarked name 
very similar to that of the natural material. This arti- 
ficial stone is made by compressing softer raw materials 
under high pressure. The product closely resembles the 
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REPAIR SERVICE {8 


Watches & Clocks 
Plain & Complicated $588 


Chronometers HH 3 
All Crystals Fitted saae 
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BIRTHSTONE RINGS 


Lovely cut stones, mounted in 
Nee Sterling Silver. The assortment 
, of 12 RINGS includes a gor- ~—_ | 
geous wooden base, moire / 912-15 . . . $18.00 doz.: 
lined display box. , 


$24.00 doz. including box 


Feature Winey Rings in your i gee 
ae +++ Sree ges 
turnover and repeat business! i 
Write for Winey Ring promo- 
tion plan! 





| 012-19... . $24.00 doz. 
|. Sterling Silver. Rhinestonesonly. _ 
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1943-6. . . $36.00 doz. a 
: Sterling Silver Cluster Ring with S ee ee ee 
-=.. Rhinestone Center. 


.. Sterfing Cluster Ring. Assorted - 
—. ¢olored stoneé with surrounding 





121-H . $48.00 doz. | Riinestones. 
 Cotored cut stones with Rhine- ees 
stone. Sterling silver. , 
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H. WEINREICH CO., INC. 


1321 Arch St., Philadelphia 7, Pa. 
347 FIFTH AVENUE, NEW YORK 


MIAMI, FLA, @ DALLAS, TEXAS @ PITTSBURGH, PA. @ LOS ANGELES, CAL. 
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natural hematite in color and general appearance but as 
explained above, the two can be readily distinguished by 
the difference in the streak which they make when 
scratched across unglazed tile. 

Properly represented and sold for what it actually is, 
there can of course be no objection to -this artificial ma- 
terial but is should not be sold for or confused with the 
natural stone despite the similarity of names. 





GIFT VARIETY ENCOURAGES BROWSING 
(From page 250) 
siderations make this necessary as Brownsville is located 


right on the Rio Grande, a stone’s throw from Mexico. 
Brownsville is no New York City, and neither is 


Dorfman a Cartier. And Mr. Dorfman says that he 


keeps that in mind constantly. It helps him keep both 
feet on the ground and from soaring off into space way 
over his customers’ heads. 

Regardless of what side of the track a customer lives 
or was born on, all receive equal consideration and are 
made to feel welcome. And their visit, whether they 
make a purchase or not, is fully appreciated. Mr. 
Dorfman will not tolerate class or race distinction, nor 
will he allow his clerks to convey by look or tone of 
voice that a customer's desire is too insignificant for a 
jewelry store to bother with. If an item belongs in a 
jewelry store, regardless of the price, it is not too small, 
nor is the customer made to feel cheap by buying it. 

Diamonds are a hobby of Mr. Dorfman, and, while 
he would prefer to talk and sell diamonds more than any 





other item in his store, he makes no attempt to merchan- 
dise them aggressively. For merchandising, he has found 
that gift items are better. 

Why? 

The average person has from ten to fifty occasions t, 
purchase gift items, Mr. Dorfman believes, compared 
to one occasion for diamonds. “In cities under fifty 
thousand population there is a lack of potential oy. 
tomers who might be classified as belonging to the 
‘carriage trade’”’ he says, “‘an extinct class that never 
existed in the average city, anyway.” 

While all jewelers may not be able to subscribe t, 
Mr. Dorfman’s philosophy of promoting giftwares aheaq 
of conventional jewelry store merchandise, the fact re- 
mains that in his sector such a sales and display tech- 
nique has definitely provided him with a  successfy| 
business enterprise. 





CUSTOMERS PAY JEWELERS’ SALARY 
(From page 246) 


ture cut in his newspaper ads. “I was very pleasantly 
surprised by the amount of business it brought in,” he 
stated. Many ex-servicemen were glad to give their 
business to a veteran, he found. 

Over $3,000 additional business was brought in by 
the use of sets of dishes as a leader. Thirty sets of 
dishes weighing 35 pounds a set (he knows, he had to 
carry them) were put on sale at a low price. “This is 
one of the best investments I’ve made. I recommend it.” 

“I don’t charge big prices for watch repair work, 














Are You Taking Stock For 1947? 


Have You Any Inactive Patterns of 


STERLING SILVER 


Flat or Hollow That Are “Dead”? 


These are frozen assets and can readily be con- 


verted into cash. 


No matter what pattern, or how large or small 
the quantity, we will pay the expressage and if 
our offer is not acceptable, it will: be returned 


express prepaid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS 1 


JULIUS GOODMAN 


Reference: THE JEWELERS’ 
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JOSEPH A. GOODMAN 


BOARD OF TRADE 
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FOR BABY 


BABY EVER-HEART 
—a perfect companion 
in dainty miniature to 
mother's LADY EVER. 
HEART. An exquisite 
set hand engraved in 
three-tone designs—a 
fast selling gift item 
wherever shown 1 20 


12 Kt gold filled 


FOR HER 


Magnificent LADY 
EVER-HEART with 
brilliant machine-cut 
stones ruby, saphire, 
emerald, amethyst, 
aqua and rose Also in 
rich three-tone designs 
individually hand en.- 
graved Quality—1 20 
12 Kt gold filled top 


Ladies expansion watch 
bracelet —so beautiful - 

so dainty. in precious 
1:20 12 Kt gold filled 
Stainless, non-corrosive 
springs 


FOR HIM 


The ROYALIST— 
Men's expansion brace- 
let that flexes with mas- 
culine beauty. Designed 
for comfort. Stainless 
back—stainless, non- 
corrosive springs. 1/20 
12 Kt gold filled top. 
Also available in ster- 


ling top Stainless back. 


GUARANTEE: Service Forever No Repair Charges for 
Mechanical Defects 


Sets, or bracelets only, are luxuriously boxed 


FOR JANUARY, 1947 
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sory to the business.” 





Lot’s of jewelers wouldn’t agree with me on this,” he 
admits, “but I consider watch-repair work a ‘must’ acces- 


“But, one of our biggest assets,” he declared, lay; 
his hand down for emphasis, “is politeness. Yoy can’t 
overdo it.” 












Our attention has been called to an error in the 
“genealogical chart” of the development of the silver in- 
dustry in America which appeared on page 333 of JC-K 
for November, 1946. 

According to G. H. Davis, vice president and sales 
manager of Lunt Silversmiths, the development of the 
Towle Manufacturing Co. and Rogers, Lunt & Bowlen 













TOWLE & JONES (NEWBURYPORT 1855) 





A. F. TOWLE & SOW MFG. CO. (1880-1863) 


CORRECTION ON "SILVER HISTORY” 





making spoons by hand, in 1879, and during that yea; 
sold their business to John E. Lunt and William Safforg. 
In 1880 a corporation was formed under the name of 
A. F. Towle & Son Manufacturing Co., and the bygj- 
ness continued under this name until 1883 when the 
Towles severed their connection and started a new firm 
under the name of A. F. Towle & Son Company, moy- 


Graphic representation of 















Co. (Lunt Silversmiths) should have been depicted as 
in the corrected graph, appearing herewith. 

Anthony F. Towle had been in business alone or in 
partnership since 1855, as is established by printed 
matter and bill-heads bearing the words “established 
1855,” now in the possession of Lunt Silversmiths. 

Anthony Towle & Son were operating a jewelry store, 





1 cma the development of Towle 
Manufacturing Co. and 
Rogers, Lunt and Bowlen Co. 





ing to Greenfield in 1890. In 1902 this firm was taken 
over by Rogers, Lunt & Bowlen. 

Another correction is the addition of Frank M. 
Whiting & Co., North Attleboro, Mass., which started 
business in 1881, was taken over in 1939 by the Ellmore 
Silver Co., Inc., of Meriden, Conn., and is now operated 
as a division of that company. 
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Every watch equipped with Incabloc is 


1000 TIMES STRONGER 
than the watch without 


The Incabloc can be adjusted to all watches, giving absolute 
protection to the pivots of the balance. The latter are 1000 times 
weaker than any other part of the movement. The Incabloc device 
confers to the balance a resistance equal to that of the other 
parts. This device ensures greater solidity to all watches, increasing 
their working capacity as well as their value. A watch withoul 
the Incabloc is old-fashioned, lacking an admirable technical 
improvement due fo modern horological science. 








How it works 


The function of the Incabloc can be compared to the movements of 
an athlete at the moment of jumping. An inexperienced man jumps 
stiffly and will be subjected to a most violent shock. The athlete 
executes a flexible movement and suffers no prejudice. The principle 
of the Incabloc is greatly similar to the movements of the athlete. 





Now look how it works in the movement 





The Incabloc maintains the two pivots of the balance in their 
centered position but allow them to shiff around, under the 
influence of a shock coming from any direction, until the most 
resistant parts of the balance rest against the banking-pins. Iimme- 
i diately after, thanks fo the pressure of the Incabloc spring, the 
SS balance staff balance automatically resumes its original centrical position. These 
—— minimum movements represent 5 to 7/100 mm. but are sufficient 
to eliminate the danger of rupturing. 


INCABLOC  _. gp ITS POPULARITY 


All parts are made with a maximum tolerance of about one thou- 
sandth of a millimeter. Special apparatus is used, enlarging all 
parts 50 times, allowing most careful checking. 

Of course all parts are interchangeable — a great advantage fo 
watchmakers. 

It is the most widely spread system, used in over 10million watches, 
giving proof of its efficacy. Its numerous imitations — another 
proof of its quality — have never come up fo the real incabloc. 


me Zhe block 


Because of the block-bed, the Inca- 
bloc shock protector is complete in 
itself, containing all the elements 
shown here, held together by the 








Incabloc spring 


— ee ee 








A remarkable discovery in itself. 
Exercises an evenly and carefully 
calculated pressure. Does not react 
under minimum shocks, bul a fall 
of about 7 inches sets the Inca- 
bloc mechanism in motion. 





ps If, 
yp lillie: 
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AMERICAN INCABLOC CO., 580 FIFTH AVE., NEW YORK 
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Chieago’s C. D. Peacock 
Co. plans to attraet 

not only brides but 
flatware customers of 


the past as well. 


TERLING flatware in strict pattern lines will be 

aggressively promoted not only to brides but to all 

past flatware customers under a new merchandising sys- 

tem being developed at C. D. Peacock, Jewelers, Chicago, 
Illinois. 

Establishment of the new system is actually capitaliz- 
ation on some of the problems and solutions which were 
developed under war operation, according to Mrs. Inez 
Roman, assistant, who with T. L. Lipinski, manager, is 
in charge of the flatware department. “Peacock’s feels 
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Sterling Promotion for All 









Left—Mrs. Roman, of  Peacock's 
sterling department, uses one 
of the novel stub forms. which 
the firm uses to build up _ its 
list of prospects. §Below— The 
sterling cases at Peacock's 
were well stocked late in ‘46. 


















that a lot can be learned from war hardships,’ Mrs. 
Roman smiled, “including recognition of the fact that 
the sterling market is much broader than we had formerly 
considered it.” 

The Peacock flatware department is located on the 
right immediately within the entrance to the State Street 
store—where 90 per cent of entering traffic “breaks” to 
one department or another. Two large low cases, of the 
knee desk variety, display approximately 100 patterns 
of sterling flatware, while two similarly large wall cases 
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START YOUR STERLING with a few 
place-settings that you can begin using 
immediately. Gorham Strasbourg,,. setting 
shown above, $26.00 (incl. Fed. tax). 
Other place-settings from $25.00. 


2g STERLING @3eo 


AMERICA'S LEADING SILVERSMITHS SINCE 1831 
Listen to the Bride and Groom program, ABC, 2:30 p.m. Eastern Standard Time, Monday through Friday. 


NV beiteies May ak 
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Daddy’s wedding present is dreamy...real 

Gorham Sterling...and Sis chose the Strasbourg 
pattern herself. When we were still playing 

house, he promised us Gorham solid silver 

like Mother’s...1 guess even then we could see 

how pretty the table looked, set with it 

every meal. Mother says that’s the joy of 

Gorham Silver. Gorham has the quality and 
workmanship that makes it grow lovelier the more 
you use it. Maybe I won’t wait to get married 

to start my Gorham...I could buy my first place- 
setting now...then add and match.” Send for illus- 
trated book, “Entertaining—the Sterling Way.” 10¢ 
(outside U.S.A. 40¢). Address The Gorham 
Company, Ch-23, Providence 7, Rhode Island. 
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are devoted to coordinated hollowware. To keep a sharp 
line of demarcation between plated flatware and sterling, 
the plate silver department is at the extreme rear of the 
store, completely removed. 

One major change which is immediately evident at 
Peacock’s is the removal of emphasis on place settings. 
The sterling silver management feels that young people, 
including many men fresh from service and with limited 
incomes, should never be “‘held to place settings.” “There 
is no reason why we should force such young couples to 
buy butter spreaders and cream soup spoons in order to 
get started,” Mrs. Roman pointed out. “Many young 
couples simply cannot afford to buy over their actual 
needs. Therefore, we offer the customer both place set- 
tings, and practical complete sets which may be pur- 
chased in any amount. Although we do show patterns 
in place settings, we would much rather sell the young 
person 8 knives, forks and spoons, all of which are 
essential and can be used at once. Experience has 


proven that the young couple invariably will come back 
for cream soups, spreaders, etc., when their financial 
position will allow. 


Since we adopted this idea, our 








Sterling hollowware is shown 
in cases behind the displays 
of flatware at Peacock's. All 
price ranges are covered and 
the wide selection is particu- 


larly attractive to the "war 
brides’ just setting up homes. 
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salespeople determine what the young couple wil] acty- 
ally need before making any suggestions whatsoever— 
and we feel that over a period of years we will sel] More 
to that couple as a result.” 

The case displays at -Peacock’s show many discop- 
tinued patterns which the store can fill in for customer, 
—a much appreciated service often requested by maj] 

From mail orders, Peacock’s has developed the mog 
important change in sterling flatware promotion—a gyg. 
tematic mail followup program which is intended to make 
the most of customers already sold, but who have jp. 
complete sets, as well as new customers. Both the brides’ 
book listings and “advance order’ buyers are concerned 
in this. 

Like other topflight jewelry institutions, Peacock’, 
saw its “brides’ book” registering patterns of new brides. 
go largely to waste through the war. There were no} 
enough personnel on hand to keep it up, and the con. 
stant change as brides followed their husbands into other 
parts of the country made it less accurate. However, 
cards were kept up all through the conflict, chiefly for 

(Please turn to page 330) 


by ROBERT LATIMER 


Display cases at Peacock's 
show many discontinued pat- 
terns which the firm is able 
to «fill in for customers. 
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NOTE: Because the demand far exceeds the 
supply we. for the present. are unable to estab- 


lish any additional outlets for Lunt Sterling. 
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WILLIAM &@ MARY MODERN VICTORIAN ENGLISH SHELL 


Tre high standard in craftsmanship of Lunr Sterling is strikingly 
apparent in the luxurious AMERICAN VICTORIAN pattern. The design 
in itself, is rich, formal, and feminine... and the painstaking. 
skillful die-work in every flower, in every scroll, stamps it a 
masterpiece of perfection. AMERICAN VICTORIAN was created for 
your more discerning clientele who demand the finest in Sterling 


tableware, the finest in traditional period designs. 


~int- thobmttls © GREENFIELD, MASS. 













ILVERPLATED ware is today a commodity in such 
universal everyday use, that it’s often taken for 
granted as something that has been with us always. Ac- 
tually, it has been in use for only a hundred years. Prior 
to 1847, it was only a newly discovered scientific develop- 
ment which had been the subject of intermittent labora- 
tory experiment. It had not yet been made commercially, 
and no plan had then been conceived for any wide prac- 
tical application. 

Before 1847 the average American home used spoons 
of wood or pewter and knives and forks of bone, wood 
or steel. They sound crude and they were crude. The 
only silverware, except for a smali amount of hollowware 
made by the Sheffield process of rolling a sheet of silver 
on a copper base was solid coin silver made of melted- 
down coins, and was found only in the comparatively 
few homes of the wealthy. The progress of American in- 
dustry which was to make enormous advances in the 
coming years had yet to make felt its great improvement 
in the standard of living of the average citizen. The con- 
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Newspaper advertising has played an im- 
portant role in the Rogers Brothers’ success 
in establishing their name and good repu- 
tation. Their first ad, shown at the left, ap- 
peared in the Hartford Daily Courant, Tues- 
day, June 22, 1847. Of the two ads below, 
the top one appeared in 1856; the bottom 
one about the middle of the year 1862. 
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tribution of the Rogers Brothers to this trend was to be 
a great one. 

The story of the three Rogers brothers, Asa, William 
and Simeon, is the story of the early development and 
popularization of silver plate. They were men whose 
characteristic Yankee attributes of ability, ingenuity, 
ambition and rugged determination carried them through 
to their goal in the face of heavy odds, and who by doing 
so developed a product that became an important factor 
in the ever increasing American standard of living over 
the past century. 

All three brothers were born in Hartford, Connecticut 
at about the turn of the nineteenth century of descend- 
ants of the original settlers of the colony. William was 
born in 1801, Asa in 1806, and Simeon in 1812. 

By 1820 William was apprenticed to Joseph Church, 
a goldsmith and silversmith, who had a shop on Ferry 
Street in Hartford. Here he learned his trade and 
started on the career which was to hold all three brothers 
until their deaths three quarters of a century later. 
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1847 Rogers Bros. celebrates its centenary with an eye still on the 
future as it rounds out its one hundredth year in the manufacture of 


silverplated goods—a development in which it was the pioneer. 








In 1825 William’s progress had been such that he was 
admitted to the firm, the name of which was then changed 
to “Church & Rogers.” Larger quarters were impera- 
tive and they moved to a more suitable shop on State 
Street. 

It was not long before the other brothers were also 
working in the firm with their eldest brother and gaining 
valuable experience in making coin silver goods. In 
1830 Asa left “Church & Rogers” to form the firm of 
“Rogers & Cole,” and in 1832 formed “A. Rogers, Jr., 
& Co.” in which William was partner for a time. 

1836 saw William leave “Church & Rogers” to open 
his own shop on State Street. Two years later he bought 
out his brother’s firm “‘A. Rogers, Jr., & Co.” And by 
1841 Simeon was ready for a larger role and so was 
made a member of the newly formed firm of “Wm. 
Rogers & Co.” 

1843 and 1844 marked the beginning of their pre- 
occupation with the great potentialities of silverplating 
by electrolysis. An English concern, “Elkington & Co.” 
of Birmingham had secured a patent for “Improvements 
in Coating, Covering or Plating certain Metals.” At this 
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time Asa was primarily concerned with the practical 
application of electro-plating to flatware and hollowware. 
William also became intrigued by the opportunity he 
visualized of bringing fine silver services within the 
reach of homes which could not afford coin or sterling 
silver. Intensive experiments continued for some time 
and gradually most of the major obstacles were removed. 

That the experiments were successful is borne out by 
the fact that in 1847 the three brothers began to pianu- 
facture silverplate in the basement of the store at No. 4 
State Street in Hartford. 

Long experiment had dictated the proper combination 
of metals to form the alloy of “German silver,’ now 
called nickel silver, in order to get the strongest and 
best possible blank for plating. Dies had to be carefully 
tooled from the finest steel obtainable in order to cut 
utensils of the most useful shape and proportions. 

In the plating process precision, judged by present 
day standards, was completely missing. But a system 
was devised by William Rogers of weighing the blanks 
before plating and afterwards to determine that the right 
amount of silver had been transferred according to a 
standard set up in pennyweights and ounces for each 
piece. 

Merchandising in those days was largely in the hands 
of the famed Yankee peddler who traveled about the 
countryside in his wagon displaying his wares to house- 
wives from door to door. Soon, however, far-sighted 

(Please turn to page 304) 









At far left is shown the front cover of an 
early catalog of Rogers Bros., published in 
1860; in the middle, an ad which appeared 
about the end of the last century.  Illustra- 
tion is typical of that era. Below is shown a 
postcard sent out for Christmas in 1908. 
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for the Year cbhead... 









To work shoulder-to-shoulder with our 
friends in the jewelry business ... to provide them 
with selling tools forged to meet merchandising re- 
quirements of a modern postwar era... plans dedi- 
cated to greater progress and success in the field of 


our common endeavor...THE ASCENDANCY OF SILVER 


WALLACE SITLVERSMITHS 
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OUR CONTRIBUTION 


toward a Common Goal... 





THE EXPERIENCE gained in 11] years of merchandising has con- 
vinced us that changed, improved standards of selling are needed to meet 
the challenge of problems arising from unsettled conditions of the past few 


years. 


Retail selling must be viewed with a new concept of the task, special 
techniques developed, special training plans put into effect . . . by manufac- 


turer and déaler alike. 


To this end—and as a friendly contribution to the trade—we have pre- 
pared a Retail Re-training Course for use by Wallace dealers and their sales 
staffs. The four volumes comprising the course were written by an eminent 
authority in the field of special training courses for salesmen. The procedure 
of study is much the same as that employed by educational institutions, and 
should prove of real value in increasing the purveyor’s volume of flatware 


and hollow ware sales. 


As a Wallace dealer, we cordially invite you to write for detailed in- 
formation on the plan, which has received the enthusiastic commendation 


of those who have already seen it. 


WALLINGFORD, CONNECTICUT 
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Seventy-seven patterns arranged in 
chronological order from upper row, left, 
to the bottom row, right, marks the firm's 
100th birthday manufacturing silverplate. 


men who recognized the need for better promotion and 
efficient distribution would make great strides in the field. 

Newspaper advertising, as shown in these illustrations, 
was used by the Rogers Brothers continually and in- 
creasingly throughout the years as an aid in establishing 
their name and good reputation. 

This reputation was the largest factor in the growth 
of their flourishing new business and it was based on 
long experience in making coin silver. They had all de- 
voted many years of their lives to its manufacture and 
the association of their name with only the very finest 
in workmanship and design. In the promotion of the 
new plated ware every effort was made to secure its 
general acceptance by making it the best quality within 
their power. 

It was a new process and a new product which was 
very poorly understood by the public then. Consequently 
it is surprising that acceptance came so rapidly, especi- 
ally when communications were so slow.and difficult. 
The public was also, of necessity, very wary for there 
were few legal restrictions to unfair trade practices and 
no Better Business Bureau or Federal Trade Commis- 
sion to protect the public against the sharper. ‘‘Let the 
buyer beware” was the by-word. 
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Current display Piece 
marking the 100th an. 
niversary of the firm has 
placques for showing 
three patterns and one 
in a place setting, 


Recognition came early, however, as we notice from 
a list of prizes awarded by the Hartford County Agri- 
cultural Society October 15, 1847 . . . an important 
organization in those years. 

National recognition soon followed at the first World's 
Fair held in the United States at the Crystal Palace in 
New York in 1853 when Rogers Brothers Silverplate 
was awarded the bronze medal for excellence of product. 

In 1852 an interesting account is given in the “Hart- 
ford Courant” of the presentation of a Rogers Brothers 
coffee urn to the governor of Connecticut by the bur- 
nishers of the Rogers factory. 

After less than two years the basement factory at 
No. 4 State Street proved to be inadequate for the 
rapidly expanding business, and larger quarters were 
added. But, by 1853, this building also had become too 
small for them and a four story brick building was con- 
structed at the corner of Hicks and Trumbull Streets. 
Here it was possible to expand into the manufacture of 
silverplated hollowware with both German silver base 
and white metal base. 

Improvements in the manufacturing process were con- 
stantly being made, inspired by the enthusiasm of the 

(Please turn to page 332) 


THE JEWELERS’ CIRCULAR-KEYSTONE 














AN IMPORTANT ANNOUNCEMENT 
FOR AMERICA’S FOREMOST JEWELERS 


Frank M. Whiting and Company has done it again! 
Created a brilliant new pattern — first since the ine 
DY-tiTelal-xe 7 with rare skill, superb craftsmanship! 
Made it massively heavy — imposing, substantial! 
Endowed it with grace, with charm, and distinction! 
Infused it with irresistable Consumer Sales LN} of-¥-1 
Produced it for exclusive sale through retail dealers! 
PRINCESS INGRID will make a dramatic appearance before the women of 


America in these distinguished publications: Vogue, Harpers Bazaar, House & 


Garden, House Beautiful, Junior Bazaar, Brides Magazine, Guide for the Bride. 


SOLID STERLING BY 


AN D COMPANY 


MERIDEN ° Sc ONN? Gee tU UF 


GOLDSMITH AND SILVERSMITH TRADITION SINCE 1840 
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Housing Shortage Didn't Keep 


The Marriage Rate from Soaring 


Strikes and shortages may have prevented the manufacture of many 
types of consumer goods, but no one organized Dan Cupid and, as 


a result. the 1946 marriage total should reach two million easily 


ERE we go, out on a limb! 

With but two months to go before all statistics 
are returned, THE JEWELERS CriRCULAR-KEYSTONE con- 
fidently states that the U. S. marriage rate reached an 
all-time high in 1946, with over two million couples ex- 
changing vows. 

During the first ten months of the year, as a matter of 
fact, marriages reached an all-time high, and the last two 
months can be completely disregarded. Even if nobody 
was married in November and December, total marriages 
for January to October amounted to approximately 
1,969,000. This smashes the previous record, established 
in 1942, when the war and Selective Service sent about 
1,780,000 couples chasing to the preacher. 

Month-by-month compilations of marriage statistics 
by the National Office of Vital Statistics, covering 91 city 
areas boasting population in excess of 100,000, disclose 
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by THOMAS V. DUGGAN 


that 1946 marriages were in every month at least 20 per 
cent above those for the corresponding month of 19465. 
And, in most cases, the figures were 40 to 60 per cent 
above the 1945 figure. 

The 91 areas considered by the government agency 
are generally conceded to represent about one-third of 
the nation’s population. Therefore, it is safe to multiply 
the data by three in order to achieve the national average. 
Marriages from January to October totaled 656,359 in 
1946, indicating that about 1,969,000 had actually taken 
place. During the same period of 1945 the same 91 dis- 
tricts reported 456,293 marriages, bringing the national 
total to approximately 1,368,000. 

The last three months of 1945 saw an enormous boom 


(Please turn to page 3338) 
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New Headquarters for Hunt Sterling Hollow Ware 










446 West 92” Sheet 
New York ty New York 





HE entire building at 146 West 22nd Street, New York, is now head- 
T quarters for fine Sterling Hollow Ware—as the new home of the Hunt 
Silver Co. Inc. In making this move, the House of Hunt will have a factory 
and show room occupying three floors—five times the capacity of its former 
quarters—enabling it to handle better the great demand for Hunt fine silver- 
ware. And with this expansion, the pre-eminence of Hunt in Hollow Ware is 
further enhanced by the recently announced association with the company, 


as president, of 


Mr. M. Fred Hirsch 


one of the industry’s leaders. Mr. Hirsch brings to Hunt 25 years of almost 
unexampled experience in the manufacturing and merchandising of Ster- 
ling. His association with Carl Klein and the Hunt Silver Co. is assurance 


that now, more than ever, Hunt is a leader in hollow ware. 


HUNT SILVER OO. INS. 
146 WEST 22-« STREET — @QHS NEW YORK II, N. Y. 


Hlercling Hollow Wae 
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New Idea in Monograms: For many years the question of whether 


the engraved initials on silver flatware should be right side up to the user when the 
handle is pointing toward him or away from him has been the subject of much dis- 
cussion with both views having their advocates. Probably the question will never be 
fully settled in favor of one way over the other, but a compromise solution has been 
suggested by A. Hemersbach, engraver, 303 Fifth Avenue, New York, whose idea is 
illustrated below. 

Mr. Hemersbach proposes a combination of the first and second initials with one 
turned each way, so that the initial of the last name is readable by the 
user when the utensil is laid in the place setting and the first initial 
is readable when the silverware is in use. This arrangement is shown 
below. In the upper five pieces it is the first initial that 
is readable, while the three below show the second initial 
right side up in the place setting. 
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A group of pieces, typical of the fine period styling of this silver-plated 
ware, that offer promising sales as gift items for the Bridal Market. 


Exquisite period design, best quality silver demand for thrifty luxury. Benedict Period 


olate, and a remarkable range of modest Plate, made in a wide range of pieces and 


prices with a satistactory profit margin . . patterns, is a product of 
all these elements combine to make Benedict 
BENEDICT MFG. CO. 


Period Plate a first choice for the Jeweler East Syracuse. N. Y. 


who seeks to fulfill the increasing consumer Viakers of Fine Silver Plate for over 60 Years 
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EFLECTING the August ban on indirect ship- 

ments of watches to the U. S., imports of Swiss 
watches during the third quarter of 1946 fell off sharply. 
During the quarter embracing July, August and Sep- 
tember, almost a million less watches reached this coun- 
try from Switzerland than had been received in either 
the first or second quarters of the year, and the third 
quarter figure for 1946 was also about a million less 
than that for the same period of 1945. 

Comparing the third quarter of 1946 for the same 
period of 1945 it is clear, from a glance at the accom- 
panying tabulation, that Swiss watch imports were much 
lower in July and September, 1946. The July figure is 
lower primarily because of the fact that imports in July, 
1945, were extraordinarily high, reflecting cessation of 
hostilities in Europe. September’s drop, however, would 
appear to indicate compliance with the Swiss govern- 
ment’s late July edict, effective August 26, forbidding 
shipment of watches ultimately destined for the U. S. A. 
through intermediate countries. 

[The Swiss law was enacted in support of the Swiss- 
American agreement, reached last Spring, limiting direct 
exports to the U. S. to 7,500,000 units between Jan. 1, 
1946 and March 31, 1947. In addition to specifying 
that the direct imports would be limited to this number, 
the agreement also provided that the Swiss government 
would set up effective machinery to prevent indirect 
exports as well. | 

As can be seen from the tabulation, imports of Swiss 
watches for the first and second quarters of 1946 aver- 




























Watch Imports Drop Sharply 


SWISS WATCH IMPORTS—1946 






situation may possibly reflect Swiss ban on indirect exports. 


Department of Commerce statistics for the third quarter of 1946 


indicate that imports dropped by a million despite a July high; 










aged well over 21% million each. In the third quarter, 
however, imports were only slightly over 114 million, 
And imports for September dived sharply to a mere 


262,818. 


Comparing imports for 1945 and 1946, it becomes 
apparent that the picture is not the same each year, 
(Of course 1945 can hardly be considered a normal year 
since half of it was still wartime). 

Highest import month for the first three quarters of 
1945 was July, when over 1,300,000 units were brought 
in from Switzerland. This undoubtedly represented an 
accumulation of watches which was literally waiting for 
the end of hostilities and the reopening of transport 


facilities. 


Highest import month for 1946 came earlier, 


in April, when 1,118,955 units were imported. 
Actually, the peak of 1945’s watch importing came 
in October when over two million units were imported 


from Switzerland. 


In view of the downward trend of 


imports during the three months of 1946’s third quarter, 
hoever, it seems highly improbable that October would 


be a peak month for 1946. 


Total imports of Swiss watches for the three quarters 


of 1946 totalled 6,755,024. 


Despite the drop in the 


third quarter, this is still considerably higher than 1945's 
total of 5,491,275 for the comparable period. However, 
inasmuch as maximum imports arrived in this country 
during the final quarter of 1945, it is quite probable that 
the 1946 total will be somewhat lower than that for the 


previous year. 


(Please turn to page 333) 








FIRST QUARTER 
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THIRD QUARTER 

































































January March Total | May Jun3 Total July August | September 

— — -—__ -- —-— —_ —_—_ | —_ ——_ —— ee — |] SS me | a —_ —_——--—-— 
Up to and including 

PES 106 ,583 45 ,890 42,678 195,151 95,522 38,642 | 40,978 175,142 17,929 77,932 17,794 113,655 
2 to 6 jewels........| 144,365 | 138,339 | 132,741 413,445 200,622 | 116,845 | 126,978 444 ,445 129,207 | 174,212 37,043 340,462 
7 to 14 jewels.......| 138,291 | 119,300 | 123,£26 381 ,€27 109,324 77,370 70 ,547 257,241 66,818 77,750 22,473 167,041 
15 jewels and over.... 525,119 | 604,329 | 520,024 | 1,649,472 713,487 | 511,832 | 459,083 | 1,679,402 | © 463,855 | 289,178 | 185,508 938,541 

_ ee Benet 914,268 | 905,858 | 818,969 | 2,639,095 | 1,118,955 | 744,689 | 692,586 | 2,556,230 677,809 | 619,072 | 262,818 | 1,559,699 

| | | 

DE dcneiess sseeed | 141,506 | 133,041 | 292,952 567,499 | 887,396 | 716,766 | 881,692 | 2,485,884 1,326,634 | 540,229 | 571,059 | 2,437,922 






Total 
for 
Three 
Quarters 








483 ,948 
1,198,352 
805 , 309 
4,267,415 


—_ 


6,755,024 
5,491,275 
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A ‘potboiler’ is a work without literary 
or artistic merit, dashed off by an author 
in the hope of catching an editor with 
his judgment down. 


A potboiler, in other words, is some- 
thing you wouldn’t expect to find in 
Cosmopolitan. You don’t. The millions 
who read Cosmopolitan every month 
look for—and get—reading matter that 
really matters, fiction that’s stirring 
instead of stupefying. 


(osmopolitan 


The great writing in Cosmopolitan is a 
clue to the people who read it. They’re 
young, they're romantic, they’re emo- 
tional. They’re the style-setters, the 
pacemakers. What’s important, too, 
they can afford to buy the merchandise 
advertised in their favorite magazine. 


Cosmopolitan conditions its eager audi- 
ence to gracious giving and living. And 
we think that creates the perfect atmos- 
phere for jewelry advertising. 


More than 7,000,000 readers see the advertising 
of these great brand names in Cosmopolitan. Add 
to your own prestige and profit by featuring 


ap woe 
vs wee 





bs 
Me 
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and selling these famous products. 


Bretton Watch Bands 
Columbia Compacts 
Community Silverplate 
Crawford Watches 

Croton Watches 

Elgin American Compacts 
General Electric Clocks 
Gorham Sterling 
Guildcraft Silverplate 
Hamilton Watches 
Harman Watches 

Holmes & Edwards Silverplate 
JB Watch Bands 


Longines-Wittnauer Watches 
Manleigh Jewelry 

Marvella Pearls 

Marvin Watches 

Pierce Watches 

Rensie Watches 

Lonville Watches 

Seth Thomas Clocks 
Speidel Bracelets & Lockets 
Tissot Watches 

Towle Silverware 

Wallace Sterling 
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Meu New 


|. Heart-shaped compact created for St. Valentine's Day 
promotion, shows two modernistic masks in a kiss. It is 
made by Elgin American, Elgin, Ill., to retail for $5.95. 























2. This new ladies’ wristwatch features a I4K gold case 
and heavy rope bracelet also in 14K gold. Dial is hand- 
engraved. Rima Watch Co., Inc., 608 Fifth Avenue, N. Y. 


3. Etched brass 25-year revolving calendar with touches 
of red and green enamel in the flower design. $4.00 each 
Keystone. From Walter Lampl, 608 Fifth Avenue, New York. 





4. New idea in tie slides is this one made by Manleigh, 
Inc., 158 Pine St., Providence, R. |. Reproduced in both 
gold and silver finishes, it duplicates a two-tone regi- 
mental stripe, complete in detail to a crease below knot. 


5. Telechron's new bell-type alarm clock, the "Imp", has 
mottled gray plastic case with blue inner and white outer 
bezel. Three-inch dial has gray background, white charac- 
ters and luminous dots. Telechron, Inc., Ashland, Mass. 


6. "May Morning" is the name of this coral and rhinestone 
pin, one in a series of new pieces designed to complement 
the various Esme of Paris perfumes. The pin is created 
and sold by Esme of Paris, 9 East 62nd St.. New York City. 
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For You 








the new PIC adds up... 





PIC.. . your partner in selling young men 


FOR JANUARY, 1947 











sixteen issues after the new 
PIC was born, its advertising 
volume had increased 513% 


° 
PIC 


the magazine for ygung men 




















A STREET & SMITH PUBLICATION 





1. These sterling silver bracelets from Sweden exhibit the 
very latest in modern styling and retail for $23. From 
Moittahedeh & Sons, 225 Fifth Avenue, New York 10. 


2. Exact replica of a fine orchid comes in three colors 
of 14K gold, many are set with precious stones. Ensemble 
of brooch and earclips to match retails for $325 and up. 
They are from Carl D. Lindstrom, 220 W. 5th St., Los Angeles. 


3. The ‘'Banker'’, Ronson's 14K yellow gold lighter is being 
extensively advertised in large circulation publications, the 
trade press, and on the air. Retails for $200. It is made 
by the Ronson Art Metal Works, Newark, New Jersey. 


4. Made by Lektro Products, Inc., Milford, Conn., the new 
Packard electric shaver is equipped with four round heads, 
providing quicker shaving service and many other new fea- 
tures. Retails at $19.75, with new lightweight carrying case. 


5. New General Electric "Morning Glory" alarm clock fea- 
tures a melodious bell alarm, is finished in butler silver. Will 
retail at $17.95 plus Federal Excise Tax. Made and sold 
by the General Electric Company of Bridgeport, Connecticut. 


6. Apex "Glare Bar'’ sunglasses are packed in new trans- 
parent plastic package which shows glasses, carrying 
case and lens cleaning cloth. $5 retail; others $1.95 to 
$10.95. Apex Specialties, 38 W. 33rd St., New York |. 
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SPRING BAR ASSORTMENT | RING SIZES SPRING RINGS 
100 double adjustable, double flange spring bars in 5 
s—/n", 9/16", He", 1/16", %". Ine s 75 U. S. STANDARD r 
each size in its own compartment. ss le a. 
Per box of 100 inven sca een le C 
if 12 13 14 15 16 
Sterling silver. .... per doz. of one size $1.50 


CHAIN BAR N | 12/20th yellow gold filled 


1/20-12 Kt. yellow gold dug ZX per doz. of one size $2.00 
ber. perdex. $4.75 


per doz. 








(when ordering state size desired) 














RING GUARDS 


For ladies—Sizes one to 
3 assorted to card 


In Sterling Silver and Yellow. 8 different sizes to a box 
of one gross assorted. Each size in a sepcrate section. 


SWIVELS 50 JUMP RINGS PROTECTION 


1/20-12 Kt. yellow 
and white gold Assortments may be had in either Round or Oval. 1/10-14 kt. Yellow or 
Please state shape when ordering. White Gold filled 


1d 
fille per doz. $1. 50 | 




















9 Sterling Silver ................ per gross $2.25 t 
pashan 99D WON viccicaaixe cainiuhveckeaes per gross $2.50 f Gog 1” % White @ 
$4.00 © (Illustration 2 larger than actual size) per doz. $4.50 wes 
STERLING SILVER 
Make Repair Jobs Look THE HOOVER imate oe Te 
Like New With ELECTRO PLATER square shape, secure clasp, fine quality $3. 50 
, (eae per doz. 
into your regular lighting outlet—II5 volts, RHINESTONE NECKLACE CLASPS 
50-60 Cycle AC. Fully guaranteed. seq The shimmering brilliance of finely cut rhine- 
(Se #CW9470 17 sparkling rhinestones in Oval 
oy coke sand task.” ow sen Se 


BRIGHTENED STOCKS MEAN HIGHER PROFITS Sa 
Two and three strand Necklace Clasps- "So 
ow available complete with metallic solu- 
ee and simple cies rho Plug STERLING SILVER 
ai stones, carefully set in sterling silver. 
COMBINATION OFFER 

















i Hoover Gecive Plater ........ccce. cece $15.00 | 
| Ot. Pure Gold Solution .................. 5.00 tCW7054!1 12 sparkling rhinestones, rec- 
| Ot. Copper (Makes | Gal.) ...........-. 2.50 tangular shape. For single strand beads. 
| Ot. Electro Cleaner (Makes | Gal.) .... 1.00 per doz. $11 50 
| Ot. Stripping Solution (Makes | Gal.)... 1.60 ECW 2/25613 10 sparkling rhinestones, 
2 Anodes rectangular shape. For two strand beads. $9 00 
ok. errrrrererrrr rrr $24.50 per doz. e 
$19 50 ECW 3/52616 10 sparkling rhinestones, 
OUR PRICE...... ae rectangular shape. For three strand S 
. beads as illustrated ..........per doz. 9.50 
" |. Sin ! GOODALL ELECTRIC JEWELERS MACHINE 5 in Ks 1 
GOOD-ALL STANDARD—40 HEATS FST GOODALL ELECTRIC JEWELER 
1. 40 separate heats, for the most delicate to the heaviest solder- = sr a ech ra | & aed ra 
ing job. | : Fesricomenim , and Pabmum | Welding a 3 ; 
2. Wrist control of heat. Slight wrist movement gives you more Fide dibs bed C20) FAs 00 beg) LER PEEL pbs 
heat without removing your work from soldering carbon. eel 


3. Watch demagnetizer and jewel setter. 

4. A bright light on the carbon helps you arrange precision work 
while soldering. 

5. 3 soldering clamps and a round and flat carbon make any kind 
of soldering job possible. 

6. Portable soldering stand, for heavy, awkward work. 


7. All cords and accessories interchangeable O 
with standard '/, inch "plug in" connections. $3.8.5 


GOOD-ALL JUNIOR SOLDERING MACHINE — 40 HEATS 


Ideal for medium size work. 40 heats and sliding heat control. Instant 


soldering, simple to operate. Shock proof, lifetime $27. 50 
construction. 10 year guarantee by semen ines 




















CENTRAL WATCH MATERIALS 


& SUPPLY CO., INC. 


134 SOUTH 8th STREET PHILADELPHIA 7, PENNA. 
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|. New John Hull 5-piece carving and utility set features 
hollow-ground, razor-sharp edges, rosewood handles. $12.95 
retail. Available from S. J. Busch, Inc., 1239 B'way, N. Y. 


2. "Lord Cromwell," new ratchet-type expanding bracelet, 
combines stainless steel and !0K gold in unusual designs. 
Also available in 14K gold and gold-filled combinations. 
Cromwell Manufacturing Corp., 356 Pearl Street, Brooklyn. 


3. Lipstick-sized ‘Pockette" pen becomes full-length when 
opened. Comes in five vivid hues and rich Nubian black. 
From the Kimberley Corp., 2450 S. Main St., Los Angeles. 


4. "Briarfigures" sports jewelry features an owl design hand 
painted in briar. Chatelaine retails for $4, earrings for $1. 
May be had from Burntwood Products, 303 Fifth Ave., N. Y. 


5. Sterling silver baby rattles are attractive and atten- 
tion provoking. The dumbebell style (left) is $6, Keystone, 
and the bell type with space for engraving, is $4.50, Key- 
stone. Available from A. B. Frank, 9 Maiden Lane, New York. 


6. This 14K gold ladies’ watch bracelet comes in two 
models in white, yellow and red, with safety snap fast- 
ner of hardened gold. Sold to stores only, at $85.00 
Keystone. Rene Vauges Co., 515 W. 7th St., Los Angeles. 





3. 
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AMERICA’S MOST COMPLETE LINE 
oF FINE LEATHER STRAPS 





DISPLAY FOLDER BOOK 


A complete assortment of men’s and 
ladies’ better quality straps—calf, pigskin, 
lizard, alligator, cordovan— extra long 
and extra short. Loose leaf pages, easy to 
replace. Holds 1 gross; takes a minimum 
of counter or shelf space. Order complete. 


KARLTON 1-PC. STRAP 


America’s most famous 
novelty Western leath- 
er strap, made of ar- 
tistically tooled Steer- 
hide . . . will fit any 
watch. 





a/ Ail Ovt 
sor" he 
tN ade with - nd polished 


d 
ste ses SOLD TO AND THRU 
WHOLESALERS ONLY—WRITE FOR SAMPLES! 


DAVID GUSS & COMPANY | ee on we 


MAKERS O+ FINE WATCH STRAPS SINCE 1922 § Ee tees onal 


121-5 No. EIGHTH STREET, PHILADELPHIA 6, PENNA. SALES REPRESENTATIVE: GEORGE DOLIN 
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BASIC DATA ON RARE METALS 


Rarer Metals, by J. DeMent and H. C. Dake. 392 + XIV pages, 5% x 
814 inches; 38 illus.; 44 tables; index. Published by Chemical Pub- 
lishing Co., Brooklyn, N. Y. Price $7.50. 


COMPILATION of basic data on the rarer metals, 
including their physical and chemical qualities, 
their analysis, testing, technology and history. 

While many of the metals discussed are of no interest 
to the jewelry industry, a substantial section of the book 
—some 60 pages—is devoted to the platinum metals, 
each of the six varieties in this group, being dealt with 
in considerable detail. Students of jewelry technology 
may therefore find the book of some value because of 


this section. 





JEWELRY BOOK REVISED 


Jewelry Making and Design, by Augustus F. Rose and Antonio Cirino. 
409 + XX pages, 6 x 9 inches; 10 full page plates in color, 322 
illus. in black and white. Published by The Davis Press, Worcester, 
Mass. Price $8.95 from the publisher or from Jewelers’ Circular- 
Keystone Book Department. 


HIS is a new and revised edition of the book of the 
same name, by the same authors, which was origi- 
nally published in 1917. The former edition, while ex- 
cellent at the time of its appearance thirty years ago, 
was of course badly out of date, as many new ideas and 









techniques have been developed in the intervening years 
and naturally were not covered in the 1917 edition. 

This new revision brings the work completely Up to 
date and makes it an important and desirable volume in 
any modern library on jewelry topics. 

Almost exactly half of the book is devoted to the de. 
signing and styling of the various items of jewelry, the 
other half being given over to the technique of manufac. 
turing. Both handcraft processes and mass production 
methods and equipment are fully covered. Instructions 
are given in detail with accompanying illustrations tha 
say, “here’s the way you do this,” or “hold the tool this 
way. 

The book is, in short a handbook, in the fullest senge 
of the term, and can be studied with profit by the hob- 
byist, the apprentice, and the professional craftsman, 


alike. 





TECHNIQUE OF STORE MODERNIZATION 


Modern Store Design, by Gene Burke and Edgar Kober. 169 pages, 
9 x 12 inches; profusely illustrated. Published by Institute of Prog. 
uct Research, Los Angeles. Calif. Price $10.00. 


ERE in one compact volume is a complete exposition 
of the principles and techniques of store modern- 
ization. 

Subjects dealt with include not only the physical as- 
pects of the modern retail establishment, such as store 
fronts, interior arrangement, lighting, fixtures, acces- 
sories, color and decorations—all of which are discussed 
in detail; but also the underlying factors that must be 
considered before the actual work of construction is 





{INUM WORKS 
“NEWARK 5, N. J. 


REFINERS & MANUFACTURERS OF PRECIOUS METALS SINCE 1875 
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7 ADVERTISEMENT ADVERTISEMENT ADVERTISEMENT 
to eae 
e- 
le 
t~ 
n | 
1 
at 
is 
A Plea to the New Congress, for the People 
e 
: Gentlemen of the Congress: No American should be compelled to pay tribute 
: The vote which elected you was an insistent pro- to anyone for the right to a job. Slavery was sup- 
test against interference with the lives and liberties posed to have been abolished 81 years ago. 
of the people. No American should be compelled to go on strike 
This interference came from two sources. One was without a democratic opportunity to voice his opin- 
by a vast bureaucracy asserting the power to rule ion. 
. and regulate our lives, often in disregard of statutes We want the working people of this nation to have 
passed by the Congress of the U.S.A. the freedom and the liberty promised under our Con- 
The second was by the “invisible government” of stitution. 
irresponsible labor leaders who have been exempt 
‘ aon te law under which all others must live. WE WANT WASTE IN GOVERNMENT ENDED 
We want bureaucrats and labor leaders to be gov- We want taxes reduced. Too much money is now 
- erned by law. being poured into Government bureaus and spent 
We want social security from strikes. without thought or reason. We want this money 
We want to be sure that we can get fuel to keep made available to buy better tools and equipment and 
us warm and operate our vast industries. thus encourage increased production by human energy 
We want to be sure that our ‘cities shall not be and skills. Only in this way will we enjoy lower 
’ plunged into darkness. costs as wages and standards rise. 
We want to be sure that our babies can have milk We want you to encourage the enterprise system 
and our children can go to school. which built this country from 13 weak colonies into 
: We are tired of all economic wars. the No. 1 world power. 
We want “domestic tranquillity” under which we We want you to say to every American, “Speak 
can work, produce and prosper. up. Express your opinion. Give your counsel freely 
on all public questions. Have no fear of retaliation.” 
WE WANT IRRESPONSIBLE POWER CURBED Ws tenieunie tans lie eueceeaien naan: 
We want to return to Constitutional government— more pay checks ... bigger pay checks. 
“equal justice under law.” Gentlemen, you are the trustees of American lib- 
We want the Wagner Act reviewed in the light of erty, the guardians of American prosperity. 
the abuses which have grown up under it. As you face this trust, act upon what is right not 
We want to know WHY there have been 3 times Put aside political expediency. Legis- 





as many strikes since that Act was passed. 

We want all workers to prosper .. . because they 
are all customers. There are no labor gains when 
the loss of wages from strikes leaves the worker be- 
hind the 8-ball for months or years before he can 
catch up. 

There are no labor gains when strikes force wage 
increases which do not result in increased production 
and must therefore be paid by all the people through 
higher prices. 

Labor unions have exerted power over the lives of 
millions. More power than the Government can con- 
stitutionally assert. This must be stopped. 

No man or group of men has the right to 
paralyze all business activities and throw 
millions out of work. 





who is right. 
late for America. Cooperate with the President of 
the United States and let him cooperate with you. 
Make some sacrifice of opinion for national unity. 

You, gentlemen of the Congress, must re-unite our 
people. You must reinstate the incentive to work, 
the incentive to risk capital in new ventures, free 
from crushing taxation and crippling red tape. 

Your success in this effort will justify the 
faith of our founding fathers. Your failure 
may mark the collapse of the last citadel of a 
free people anywhere on this globe. 


Respectfully yours, 


E. F. HUTTON 
Westbury, L. I. 


An Open Letter to Every Reader of This Advertisement: If you believe what is said here, it is your 
obligation to give this message the most widespread circulation possible. Write your representative in 
Congress and your Senator. Join with others in financing the reprinting of this advertisement in other 
cities and towns. As one individual, it is impossible for me to cover the country. 

If you are a man of American business, the reprinting of this message is an obligation of yours. Reprint 
it as a corporate or private effort in as many,papers as you can afford. 

If you are a leader of American Labor, the same responsibility applies to you. We are now at the point 
= no one of us interested in the welfare of our country can any longer shirk his duty and ee 
ility. 4 


The cost of this reprint from the “New York Herald Tribune” is being defrayed by a member of the jewelry in- 
dustry, who prefers to remain anonymous, Although he is in no way associated with Mr. Hutton, he is in complete 
sympathy with the sentiments expressed herein, and sincerely hopes that others of like mind may choose to make some 
similar contribution toward the dissemination of this message. 


a 
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begun. Among these, along with the architects’ pre- 
liminary work, are the economic considerations to be 
taken into account, the selection of the location, the as- 
sembling of the list of objectives to be sought, the mer- 
chandising and selling problems that must be met, and 
the budgeting of the program. Actual cost records in- 
dexed and classified show how much to allot for each 
detail of the project, insuring that it will be on a sound 
business basis. 

Regional cost differentials and the factors of climate 
in different sections of the country are considered, with 
their influence upon basis design and equipment; dura- 
bility, style and other characteristics of various materials 
and types of store design are weighed impartially. 

The profuse illustrations and diagrams of details of a 
wide variety of fixtures, windows, fronts and entrances 
provide a veritable mine of practical suggestions. 

For the merchant who is considering a new store or a 
remodeling, ‘““Modern Store Design” is required reading. 





NACJ SURVEYS PERCENTAGE LEASES 


(From page 244) 


is, as claimed, a better contract for both landlord and 
tenant for the years ahead. 

Percentage leases undoubtedly will become more gen- 
eral from now on and it is hoped that this study by 
NACJ will help credit jewelers in solving their lease 
problems. A straight lease, even though it may cost a 


_<<—» -- 





little more, in an era of poor business seems to be favored 
by a majority of the jewelers according to this study. 
Nevertheless, if a new location of unknown value jg jn. 
volved, a jeweler should weigh carefully the factors that 
enter into both straight-rental and percentage leases. 

For credit jewelers who are allergic to all percentage 
leases and who cannot get straight leases, there jg an 
alternative that protects landlords in case of inflation, 
It is a straight-rental lease which provides that in Case 
of an increasé in a landlord’s overhead, the tenant will 
pay a proportionate share of the rise. 


LANDLORDS SEEK MINIMUM GUARANTEES 


Generally speaking, there are two types of percentage 
leases—without minimum guarantees and with minimum 
guarantees. 

Real estate boards, as a rule, recommend percentage 
leases with minimum guarantees, except in unusual cases, 
As a whole, they may be said to favor percentage leases 
with minimum guarantees that are intended to protect 
landlords against deflation. What the credit jeweler 
wants is a maximum guarantee which will protect him 
in times of inflation. 

Illinois claims to be the birthplace (1902) of the 
present percentage lease, and, believe it or not, per- 
centage leases are said to be unpopular with landlords, 
They use them, however, it is said, because no other 
method of renting provides reasonable protection for both 
parties when leases run for more than two or three years, 

From 1920 to 1930, the number of percentage leases 
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JOBBERS IN WATCH MATERIALS AND SUPPLIES 


J. B. WATCH ATTACHMENTS * COSTUME JEWELRY - JEWELRY BOXES - KENDRICK & DAVIS TOOLS 
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WHOLESALE JEWELERS 


220 WEST FIFTH S$, LOS ANGELES 13, CAL. 


- FINDINGS AND SUNDRIES - 
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increased greatly throughout the Middle West. It was 
in the trying 1931 and 1932 days, when thousands of 
retailers were compelled to seek rent reduction, that per- 
centage leases spread over the country. 

Unfortunately, the gambling spirit soon affected ad- 
versely the sound purposes of the original percentage 
lease. Attempts to guess what would happen throughout 
the life of a lease and to write into the lease provisions 
that would prove advantageous to the guesser, en- 
gendered dislike for percentage leases. 

Credit jewelers who enter into percentage leases 
should insist upon contracts that hold to the real intent 
of a sound percentage lease. They should make sure that 
the lease gives consideration to all phases of the business 


cycle. 





GRAND CENTRAL CLOCKMASTER 
(From page 252) 


automatically sets every other clock in the Terminal, and 
is set itself by a wired signal from Western Union twice 
a day. All trains obey this clock. 

The big Park Ave. and 42nd Street clock gets Jake’s 
careful attention twice a week. He reaches the clock 
by climbing several ladders to a platform where he 
keeps tools and oil for this special job which consists of 
cleaning and oiling the great mechanism and leaning 
out windows in the numerals in order to tighten screws 
and clean the face. (It was while observing him do the 
latter that two JC-K staff members temporarily took 


the pledge. ) 





MODERNIZATION FOR A FARM AREA 
(From page 254) 


purchasing power of farmers has increased. Market 
prices for livestock and poultry and other farm products 
enable the farmers to enjoy luxuries, including fine 
jewelry, heretofore possessed only by a small minority 
following this vocation. 

When Carl M. Barnes, owner of Barnes’ Jewelry, 
Carthage, Missouri, contemplated modernization plans 
for his jewelry store he gave the matter serious con- 
sideration. An intimate knowledge of farmers, their 
habits, likes and dislikes, stemming from forty years of 
retail sales experience in farm communities, was of dis- 
tinct help in coming to a decision on the direction his 
store modernization would take, and how far he would go. 

Boasting a population of 12,000 persons, lying on the 
fringe of the Missouri Ozarks, Carthage is the trading 
center for a large number of producers of farm products. 
Intense interest in local modernization trends is mani- 
fested among retailers in this predominantly rural ter- 
ritory. 

In Carthage mercantile circles, Carl Barnes is ad- 
judged to have straddled the middle of the road on the 
issue. He re-appointed along simple, unembellished, but 
attractive, lines. Fluorescent lighting, new cash regis- 
ters, adding machines and safes, maple showcases and 
fixtures trimmed in walnut, wallcases with sliding doors, 
and rehabilitated display windows, are among the ac- 
couterments of the remodeled store, which has a trim, 
substantial, commercially sound look, even though by 
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... better in every detail providing better 
toast and longer, trouble-free service! 





FOR BETTER TOAST 


Heavy-mica-nichrome lifetime element, the finest used in any 
toaster; built on our own patented winding machine. 


FOR EASY STORAGE 


More compact base and sides 
storing on, 5” shelf space. 


FOR EASY HANDLING 


Larger heat-proof plastic.handles and push button. 


FOR EASIER OPERATION 


New push-button release mechanism — no spring to go out 
of order. 


Sold Exclusively Thru Authorized Selective Distributors 


MERIT-MADE, INC. MERIT BLOG. 33-37 FRANKLIN ST.. BUFFALO 2, &. Y. 
In Canada: Merit-Made, Lid., Fort Erie, Ontario 


aR 
Spee 


streamlined for efficient 
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FIDDLE THREAD 


Three 
magnificent 
a Tele h[-t olela am 
patterns... 
ohimmal-teh ay all superbly wrought 

l/lustrated Fo,ders on Request 


FRANK SMITH SILVER COMPANY 
GARDNER, MASS. 














NATIONALSILVER DEPOSIT 
WARE CO., INC. 


Executive Offices and Showrooms 


44 WEST 18th ST.. NEW YORK 11, N. Y. 
















Manufacturers of 


Sterling Silver Deposit Ware with 
non-Tarnishable Rhodium Finish. 


Also Gold Decorated, Enamel Color Deco- 
rated, Hand Cut, and Hand Carved Glass- 
ware and Drinking Accessories. 


Also Unusual Giftware of 


Chromium and Glass 

Lucite and Glass 

Brass and Copper Combinations 
Superior Silver Plated Ware 









Branch Showrooms: 
Chicago: 1553 Merchandise Mart 
Boston: Parker House, 44 School St. 
Los Angeles: 527 West 7th St., Room 1104 



























Fifth Avenue standards it might appear a bit olg 
fashioned. That, however, is the result of deliberay 
choice—the “last word’ in modernness was studiously 
avoided as a matter of policy. é 
| Window display and watch display and repair facili- 
ties were king-pins of the modernization program, An- 
nual advertising allocation at Barnes’ Jewelry is $400.00 
for space in two local newspapers, featuring watches 

and diamonds. 

“But the most effective tool in merchandising jewelry 
to farmers is good window displays,’ advised Mr. Barnes 
A result of the recent remodeling were windows measur- 
ing 41% feet each each way and a doubling of the tot] 
display space. Displays in both windows can be viewed 
by pedestrians without turning their heads. Store wip. 
dows are changed daily, an undertaking assumed by 
G. M. Barnes, son of the owner, who assists his father 
in store operations. Saturdays, farmers’ day in town, 
usually finds a crowd of persons grouped around store 
windows. Overcrowding windows is one of the store’s 
taboos; merchandise is widely spaced in the displays. 

Current edition of the American farmer is highly 
time-conscious. His farm chores are conducted on as 
strict a schedule as any business. With current high 
prices, and high farm wages, his time is as precious as 
any businessman’s. It is for a good watch that the 
farmer is most willing to part with hard-earned dollars, 
The Barnes campaign to increase sales of watches to 
farmers has had marked success. Newspaper advertis- 
ing, window displays, and an occasional mail merchan- 
dising campaign, have helped develop excellent sales of 
watches to his rural market. 

“Two factors are stressed in sales relations with 
farmer watch prospects,” said Mr. Barnes. ‘First, the 
farmer is quality-minded, will respond more quickly to 
sales discussions involving nationally-advertised watch 
lines. Sales talks involving inferior merchandise, no 
matter how much less costly, will nine times out of ten 
fall on deaf ears with farmer watch prospects. Despite 
beliefs regarding the parsimonious nature of country 
dwellers, when they make a choice in jewelry they usu- 
ally select a name with which they are familiar.” 

“Next of significance in merchandising new watches 
to this group,” continued Mr. Barnes, “‘is the ability to 
furnish a watch repair service with a reputation for 
dependable work. The farm community grapevine is one 
of the world’s most effective distributors of information. 
If you become known for reputable watch repairwork, 
you’re certain to clinch a healthy share of the farm 
jewelry trade. Our watch repair department is geared 
to extend efficient service.” , 





COURTESY CAN BE OVERDONE 


(From page 256) 


the pretty face, but I did fall for the job, as I had thou- 
sands of others. I connected the chain, no charge. 

The dowager looking person, all feathers, diamonds 
and lorgnette, comes in all puffing, and all but cowing 
me. With loud complaints she says that the hand has 
dropped off her expensive wristwatch. I struggle to get 
the bezel off, running certain risks, as you jewelers know, 
but I come through, and with mission completed, I tell 
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Id- her no charge. She murmurs a eurt “Thanks” in her i 9 A 7 


at ils out. 
e wake, as she sails ou ‘ 
sly I well remember one woman who was a thorn in my 


flesh. She had the nerve of a government mule. She 
ili- came in one day flinging a soldered link neck chain on 
in the counter. Loudly she yelled at me that it was only 
00 3 little job, “why I could fix it myself, if I had a pin- 
- cers!” To teach her a lesson, I tossed her a pair of 
liers. “Oh you must be joking,’ she said, not one bit 
ry abashed, “I know you will fix it for me.” With a sigh, 
- I explained that it must be soldered and she must call 
7 for it later. You see I was training my public to make 
al demands like this. 

ed The nice old shoe dealer next door would come in with, 
- we'll say the lock from his back door, all apart. He is 
ry stuck, and asks my help. I assemble it for him, I’ve lost 
- ffteen minutes, at least, and he knows I wouldn't charge 
M; a neighbor in distress. 

- Selling a man a 50 cent leather wrist watch strap, I 
‘ hesitate to charge him for replacing a spring pin that is 
corroded and won’t work anymore. 

y Of course I suppose we always will have to regulate 


8 watches free, but it takes time. 

h Free engraving, thank heaven, is practically a thing A N EW Y F A R 
7 of the past now. I remember, however, when we four 
. engravers in our store worked the last three days, and 
two nights, practically without sleep engraving free jobs. 
° During the ‘friendship bracelet” epidemic, links were The beginning of a new year is a eanup 
‘ 25 cents, and engraved free. We employed a young man 
i about one year to work on these links alone. Did we 
f make any money on them? I doubt it. We traded dollars. ship your ae on 
You will say, however, that this service idea has two 


sides, and you are right. Up to now I have presented Bench Sweeps 
' the sordid and losing side. In defense of myself, I will 

) 

. 





time in the jewelry trade—the time to 


Polishings 





have to say that in some cases the no charge jobs really 
developed some good paying customers. Filings 
I have in mind a genteel looking matron that called 
one day, complaining that her very expensive wrist watch Obsolete jewelry, old gold, platinum, silver, 
was not working, and that she had just had it repaired ; 
in another city. As I removed the movement from the filled and plated, etc. to 
case, I observed that the man, who had worked on it, had 
inadvertently not fitted the movement properly to the 
case. I replaced it correctly and gave out with the old Dp E E § C U 
routine, no charge. She praised my honesty, which I * 
took with a grain of salt. However, she developed into 
my A Number One customer for all time. We are prepared to efficiently and swiftly 
Sometimes a no charge job will make a friend, and the 
influence of the friend will increase in arithmetical pro- handle your lots, whether they be large 
gression. For example, when I was in business in Holly- or small. 
wood, Actor A was so pleased when I did him a small 
favor, that he brought in Actor B. Actor B sent in 
Actor C. I could give you names of these prominent FOR CHECKS THAT SATISFY SHIP TO 
people. So you see each actor had his individual friends 
whom they saw fit to recommend me to, and all traceable | eo ee OC ee, ee: 
to one small no charge job. | 
Thus you can see how it was incidents like these that 
made it hard for me to change my tactics. When my ry 
| family and friends reproached me for being so easy, I 4 . 
ra myself, and stifled my conscience perhaps, with abci Cu, Y pr ly 
reference to concrete cases involving advertising value. } 
In the main, however, I know I was a plain easy mark. REFINE RS MAN UFACTURE RS 
Look at me as a horrible example and go thou, and Se ee ee ees eee 
don’t do likewise! 
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Bowling is Women’s most popular sport. 


NEW “BOWLING COMPACT! 


Nationally advertised in all the leading bowling maga- 
zines. A deep loose powder compact, well constructed, 
and finished in exquisite two-tone brush bronze finish. 


IMMEDIATE DELIVERY. All orders shipped same day 
as received. Order from your wholesaler today 


to veto ot & 4.9 Der fatebiel 
WILLIAMS JEWELRY & MFG. CO. 


4th Floor Silversmiths Bildg., 10 S$. Wabash Ave., Chicago 3, Ill. 
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"OKLAHOMA'S" RETURN A PROMOTION NATURAL 
(From page 260) 






























The ad then featured diamond rings, watches and other 
jewelry merchandise. 

Another ad for a different firm featured the head; 
“Rosenfield’s Welcomes ‘Oklahoma!’ Beside this greet- 
ing appeared a picture of a member of the show’s cast 
and, beneath, text and illustration devoted to ster); 
flatware. Another ad by the same firm consisted of , 
welcome message and a merchandise advertisement fo, 
diamond rings. : 

B. C. Clark, a fifty-four year old Oklahoma City fr, 
welcomed the play with an institutional advertisement, 
consisting almost entirely of text, which called attention 
to the store’s age and the fact that it had grown with the 
state. A small portrait of the founder and owner graced 
the upper left-hand corner of the ad. 


HAD SPECIAL DISPLAYS 


In addition to such advertisements, many jewelers ip 
the city originated special window displays featuring 
some item as an “Oklahoma! Special.” Interior displays 
and decorations also echoed the celebration in honor of . 
the plav’s local showing. 

Special events, staged by the city, aided the publicity 
efforts of local retailers. A huge parade was staged prior 
to the gala opening of the show, and Bob Burns, the 
radio comedian, vied with Oklahoma’s Governor Kerr in 
a debate on the respective advantages of Arkansas and 
Oklahoma. The actual opening of the show in the mv- 
nicipal auditorium was attended by all the fanfare of a 
Hollywood premiere, with searchlights and radio inter- 
views with celebrities attending. 





WATCH HISTORY INSURES GOOD WORKMANSHIP 
(From page 262) 


“Thereafter whenever a watch is brought into the 
store for repairs, the first thing the watchmaker does 
is to snap open the case, and check the number against 
our file system. If the code number appears, the card 
accompanies the watch through its repair service. On 
it we enter all repair work done, so long as this amounts 
to more than $1. Many of our cards now show from 
eight to ten total entries over a space of fifteen years 
or so. Many of them date back to 1920, when the system 
first began, and have required extra space to write up 
the repair work done. We always list the name of the 
customer, the make of the watch, the code number, the 
repair work done, the date, and the amount involved.” 

This arduous “bookkeeping” has proven valuable from 
several standpoints according to Mr. Cederquist. “The 
first advantage is that it helps to keep the watch coming 
in for repairs,” he explained. “We make a point of 
explaining our card file system to every watch buyer, 
pointing out that he may expect dependable, quick ser- 
vice on his timepiece whenever he brings it in and that 
by means of the record, we can more quickly ascertain 
the trouble and take corrective steps. We find that cus- 
tomers are invariably interested in our theory—so much 
that they begin to feel that the Cederquist watch repair 
department is a custom service and take certain pride 
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‘n dealing with us. This is not mere fancy—customers 


have actually taken the trouble to endorse our plan 


heartily.” : 
Second, the close check on the number of repair ser- 


yices which a watch requires over a given period of time 
opens up many new watch sales possibilities. Where a 
watch, whether it was originally purchased at Cedar- 
quist’s or not, comes in too frequently for repairs, Mr. 
Cederquist uses this information as a selling book to 
convince the customer that the time has come to buy a 
new timepiece. “Many men, particularly, swear by a 
watch long after it has past its actual period of use- 
fulness,” he stated, “and are inclined to regard the 
watch more or less as an heirloom. It is difficult to 
overcome the pride of ownership involved, and to wheedle 
the man into replacing the watch with a newer, better- 
designed, more efficient model. However, if we can 
show him in black and white figures that demonstrate 
that he is wasting money on too-frequent repairs on the 
watch, the sledding becomes much easier. The watch- 
maker automatically checks the number of repairs on 
each watch when it is brought in, and if these are 
numerous enough to cause comment, the watchmaker 
signals a salesperson to take over. It may require two 
or three years to convince the customer of the wisdom 
of purchasing a new watch—but eventually, we will 
make the sale.” 

A third advantage accruing from this record file is 
one which most jewelers will readily recognize—pre- 
vention of “profit leaks’ which ensue when a customer 
brings in a watch complaining that the store guaranteed 
it and it functioned only a few days. “Like many other 


jewelers, we have frequently run up against this prob- 
lem,’ Mr. Cederquist said, ‘““‘whereby a customer will 
bring a watch in stating that we repaired it only three 
weeks ago, and it is now once again hors-de-combat. 
With the card files, we simply tell the customer cour- 
teously that we will be glad to assist him and that we 
will check the records to see when the watch was re- 
paired. In almost every instance, it develops that the 
watch was repaired months before—even as much as a 
year before. Confronted with this evidence, the cus- 
tomer will scarcely make an unjust claim against us. 
By handling such mattérs diplomatically, we still manage 
to get the repair business and to extract the proper profit 
from it which is due. Women, we have found, are the 
most frequent offenders in this classification. They are 
more prone to forget dates, and to remember instead 
simply that the Cederquist Jewelry Company fixed their 
watches, whenever any malfunction occurs.” 

Use of the multiple card files saves many “‘headaches” 
as well. When watches are repaired away from the 
Cederquist store, and then brought in with a statement 
from the customer that the work was done at Ceder- 
quist’s, a quick check of the files will reveal whether or 
not this is so. Angry customers are mollified by explain- 
ing the card filing system in detail—which usually con- 
vinces the customer that the store cannot be wrong in 
this instance. “Actually, we have made many new friends 
through demonstrating the business-like method in which 
we conduct our watch repair department,’ Mr. Ceder- 
quist said, “and we bend over backwards to overcome 
any damage or bungled repair work which has been done 
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Witch Cry. Zi 4 
Complete selections of 
Regular Glass and Rock 
Crystals for all watch 
makes. Refills or Cabinet 
Assortments. _ 
Order from your material 7 | 
jobber—or write 
for catalog. 
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STERLING 
DEPOSIT WARE 





Graceful — Unusual — Charming. Decorated 
with NON-TARNISH Sterling Silver, this is just 
another example of the lovely gift items which 
your better customers will find so attractive. 
Made to the same high standards of quality for 
which Silver City is famous. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 
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LOW COST 
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BRAILLE WATCHES AID BLIND VETS 
(From page 264) 


first step toward adjustment to his new life in the dark 
The servicemen themselves realize the value of this 
initial advance toward personal independence for thei, 
letters of thanks to the Foundation have all more oy less 
the same refrain: ‘It sure is good to be able to tell time 
without having to ask.’ ”’ 

Other letters from blinded servicemen bear this out. 
One veteran wrote the Foundation: ‘““The other day | 
received from the American Foundation for the Blind 
a very beautiful watch and wish to express my apprecia. 
tion for it. I don’t believe I can thank you enough fo, 
this watch as it permits me to be a little more indepen- 
dent, and that’s exactly what I want. Since receiving your 
gift, I have learned to operate it very accurately.” 


A blinded New York veteran wrote: “I should like to 
thank you for the watch which you sent me. Already, | 
have learned to feel that it is one of the most useful 
things I own, and from what all my friends tell me, jt 
must surely be the most beautiful, as well. It is difficult 
for words to express the appreciation I feel, but I want 
you to realize that I will never forget the kindness of the 
Foundation in giving me the watch, and hope that I may 
become better acquainted with the Foundation in the 
years to come.” 


AVAILABLE FOR NON-VETS, TOO 


The American Foundation for the Blind also sells 
braille watches at cost to all other sightless people. 
Since there are no taxes, either federal or local, to be 
paid on these watches it is possible at the present time 
for the Foundation to sell a 17-jewel Elgin movement 
pocket watch for $23. Each watch has a 10-carat, gold- 
filled size 16 hunting case. Jewelers throughout the 
country now refer orders for braille watches directly to 
the Foundation. No wrist watches are available, but it 
is hoped that before long, they too may be arranged for. 

In 1943 the American Foundation for the Blind gave 
its first braille watch to a blinded veteran and announced 
that it would present a similar watch to every soldier or 
sailor blinded in the second world war with his name and 
rank engraved thereon. Since that day the Foundation 
has given out 1285 braille watches to our sightless 
servicemen. ; 





STERLING PROMOTION FOR ALL 
(From page 298) 


pattern reference, and the more limited’ amount of gift 
purchasing which was held down by low supplies. 


“Customers desiring to buy sterling as gifts for brides 
who had made selections here earlier were given as much 
accommodation as possible,’ Mrs. Roman said. “Since 
our quota system meant that we could scarcely make 
immediate delivery, we built up a special order system, 
with a long waiting list of people. We maintained the 
bridal file entirely from the special orders, checking the 
customer’s order against the bride’s registration, and 
filling the pattern in as rapidly as possible. As other 
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pieces came in, we notified these , “ners a service 
which was greatly appreciated. TiS bookkeeping has 
resulted in a new system which we feel will vastly ex- 
tend our sterling flatware market in the future.” 

All special orders and advance orders as accumulated 
by Peacock’s were made out on a specially-designed 
order blank, and filed in a tiny office near the flatware 
department, A steel file was used, divided into actual 
orders, tentative orders and prospects, by folders. In 
the space of four years, this naturally has accumulated 
into hundreds of names, all giving the customer’s name 
and address, pattern interested in, etc. Since no orders 
have been discarded when filled, this of course is a valu- 
able source of market information. 

Therefore, from all of the advance orders accumulated, 
Peacock’s is making up its future direct mail list of 
customers who will be contacted regularly by either 
direct mail or telephone. Not only brides and those 
buying gifts for brides, but customers whose orders in- 
dicate that they are purchasing for themselves are con- 


cerned. . 

“Each order blank carries a stub at the bottom,” Mrs. 
Roman explained, “‘which is filled out as the order is 
completed, and the form returned to the file. All of 
the stubs go to a ‘dead file, whose name is actually a 
misnomer, inasmuch as from this file we will extract 
our most ‘live’ prospects. The stubs show what cus- 
tomers have purchased or ordered what patterns and 
give a very definite clue to what they will buy in the 
future. From the stubs, we are writing up prospect 


cards on each—one for example showing two creamers, 
a serving dish, etc., for a customer in one pattern, ob- 
viously indicating a bride. Another card may show three 
knives in a particular pattern, indicating that this cus- 
tomer is merely filling in her own set. Some of the 
orders provide immensely valuable bride information— 
such as orders given by one person, with instructions to 
deliver the sterling to another. The latter is obviously 
a bride. In all cases, however, the stubs provide us with 
exact, live information on customers who ordered during 
the war—as contrasted with the vague, indefinite infor- 
mation, full of ‘deadwood’ which is in the old bride’s 
registration book.” 

The ultimate result will be two prospect fields—one 
of brides, the other of customers who order sterling for 
themselves. In each case, the customer will be followed 
up, as the sterling inventory expands, service pieces 
come in, etc. “We believe that it is just as important 
to have the names and information on married women 
as brides to be,’ Mrs. Roman said. “There is no real 
limit to how many pieces a sterling flatware set can con- 
tain, particularly with the possibilities of merchandising 
similar-pattern hollowware. We'll use plenty of direct 
mail, literature, and personal contact in every instance.” 

In the office where these files are kept, Mrs. Roman 
has likewise developed an efficient fingertip inventory 
card system, maintained in a 50-drawer metal cabinet, 
with pull-out visible record drawers. On this Kardex 
system, she has listed every pattern on an individual 
card, engraving, etc., with stock number, pieces available, 
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#103 - '/20 12K GOLD FILLED 
YELLOW OR PINK GOLD, 
ALSO IN RHODIUM FINISH. 
AVAILABLE WITH 7/e END 
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WESGO PLATING OUTFITS 
AGAIN AVAILABLE! 


The use of new war improved materials and the intelligent 
application of twenty years of "Know-How" in the manufac- 
ture of Jewelers Plating Outfits have made the new Wesgos' 
the finest we have ever built. 


Greater voltage variation, increased capacity and short cir- 
‘* cuit protection are among the improvements incorporated in 
: the new Wesgos'’. As always, the new Wesgos’ are an effi- 
cient, inexpensive, trouble-free, noiseless and portable instru- 
ment for all electroplating, coloring and stripping processes. 


. Available in units of 5 and 15 ampere D. C. capacity. For 
1: more complete details and descriptive literature, see your 
dealer or write. 


I“WESTERN GOLD & PLATINUM WORKS 








i 589 Bryant Street - - San Francisco 7, Calif. 
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: COMPLETE POWER 

WORKSHOP IN ONE 

KIT FOR HOBBYISTS, 
CRAFTSMEN, 
MACHINISTS 
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WOOD, METAL. 
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CASCO ELECTRI-CRAFT TOOL KIT 
SELLS ON SIGHT... PAST! 


Stores from coast to coast reportimme- now history is repeating itself. Casco 
diate sale of all the Casco Electri-Craft _is sold only in retail stores. It’s nation- 
Tool Kits we can deliver! Small won- ally advertised in general and special- 
der—Casco has more exclusive features interest magazines. All this means cus- 
than any other tool. Its pre-war sales tomers for you. And with Casco, one 
record put others in the shade, and customer sends another! 


Deliveries are still far from what you and we would like, still based on 
allocations, but we are shipping more Electri-Craft Tool Kits every day. 


CASCO PRODUCTS CORPORATION, BRIDGEPORT 2, CONN 
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etc., coded and kept up to the minute. Thus it wil] be 
possible to match inventory in specific patterns against 
prospect file cards in a moment’s time, just as the Kardex 
unit functioned in filling advance orders during the war 

Peacock’s has been hampered through the fact that 
the store has never operated a bride’s bureau or outside. 
selling office with personnel assigned only to that re- 
sponsibility. This has made it difficult to follow up 
customers and make the most of opportunities for direct 
mail selling, according to Mrs. Roman. Later on they 
hope to have full time people on the job, as the special 
order drawers are translated into prospect cards. 

“We intend to use personal, handwritten letters for the 
most part, the telephone otherwise, to call attention to 
new items in the right pattern, to induce brides to urge 
their friends to shop with us for sterling wedding gifts, 
etc.,’ she stated. 

Meanwhile the sterling flatware section has undergone 
considerable streamlining—simplifying patterns, dual 
display of each in place settings or by-piece ordering, 






































_ ete. Peacock’s is convinced that “outside selling” by 


mail and personal contact is the avenue for greater post- 
war sterling sales. 





100 YEARS OF SILVERPLATE 
(From page 304) 


brothers for their product. For instance, in 1855 they 
began to use sectional plate, or overlay, which provided 
extra silver at the points where the most wear occurs, 
This quality feature has continued in use until the 
present. 

The advent of the Civil War stimulated a wave of 
mergers in many sections of American industry. In 1862 
the Rogers Brothers joined with the Meriden Britannia | 
Company in Meriden, Connecticut, the largest manufac- 
turers of silverplated hollowware and Britannia ware. 
Thus the pre-eminent makers of plated flatware and 
hollowware were united under the same roof and were 
thereby enabled to strengthen their position. 

Death alone, which came to all three brothers between 
1873 and 1876, halted their life-long interest in silver- 
plate. But their ideals and standards of manufacture 
have proven themselves so well and had become so firmly 
established that they have continued uninterruptedly 
up to date. 

Another war year, 1898, witnessed an important con- 
solidation of thirteen separate manufacturers of silver- 
ware with the Meriden Britannia Company as the heart 
of the new organization. The International Silver Com- 
pany was the result of this union. The pooling of re- 
sources and unification of management made a much 
greater efficiency possible and resulted in better products 
at lower cost for the consumer. 

Of ever-increasing importance in today’s rapidly in- 
creasing technological advance has been International's 
laboratory—Factory X—which has always been the 
guardian of 1847 Rogers Bros.’ quality. From it has 
come a better stainless steel for use in knives, precision 
dies to give greater height of ornament and depth of 
detail in design-than possible before, scientific plating, 
and many other great improvements. 

This, then, is the story, the tradition, of 1847 Rogers 
Brothers. 1947 will be a memorable year in the annals 
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of the Company. More 1847 Rogers Bros. will pour 
from the factories than ever before. Prices—which 
have not risen since the war—will be kept, the company 
states, at the low pre-war level as long as it is humanly 
possible to do so. | | 
It will be an outstanding year in sales and advertis- 
ing—a year which should see difficult marketing condi- 
tions considerably improved. One of America’s oldest 
and largest advertisers, it will have its great radio pro- 
gram and distinctive national magazine advertising— 
vital factors in sales identity, and therefore highly im- 
portant factors to retailers today when the consumers 
are tending more and more to insist upon known brands 


in all kinds of goods. 





MARRIAGE RATE SOARING 
(From page 308) 


in marriages, generally attributed to the return of vast 
numbers of servicemen from abroad. According to the 
1946 figures, however, even those high numbers of mar- 
riages may be exceeded. October, 1945, first month of 
the late-in-the-year boom, was surpassed by October, 
1946, by 17 per cent. It seems unlikely that November 
and December will see sharp declines. 

Puzzling as this continuing high marriage rate may 
be, in view of scarcities of almost everything required for 
a marriage (housing, consumer goods, etc.), the fact is, 
nevertheless, good news for the nation’s jewelers. It has 
been estimated that one-quarter of all jewelers’ sales are 


the result of weddings, and the higher the rate of mar- 
riages the higher the volume of the jewelers’ business. 

Still out on our limb (being fearless journalists), we 
predict that Dan Cupid will suffer no immediate break- 
down from overwork. This prediction is based on the 
fact that the marriage rate soared during 1946, a year of 
almost inconceivable discouragements to matrimony. If 
the little fellow can persuade couples to take the big 
leap during a period of reconversion when virtually 
everything is unobtainable, he should have no difficulty 
in promoting romance during the eased-up period which 
is sure to follow. 

Full data on 1946 marriages, culled,from the National 
Bureau of Vital Statistics publications and other sources, 
will be published in an early issue of THe JEWELERS 
CircuLaR-KEyYSsTONE. 





WATCH IMPORTS DROP SHARPLY : 
(From page 312) 


Also, although 61% million watches were imported from 
Switzerland in the first three quarters of 1946, this does 
not mean that only one million more units can be im- 
ported by March 31, 1947. A percentage of the watches 
coming into this country prior to August were indirect 
imports and, therefore, not under the terms of the agree- 
ment. However, it may be assumed that a somewhat 
lower rate of Swiss watch imports will prevail during 
the last quarter of 1946 and first quarter of 1947, since 
indirect imports did not constitute more than a fraction 
of those brought in prior to August. 





The C. W. Hickok tempered 
DURA ... Wrist Watch Band is 
precision made for the Jewelry 
trade, scientifically designed to hold 
any wrist watch securely in place. 


Comfortable and Practical, 


@ Exquisitely finished 

r Weitels aeeletielasliare 

@ Added watch protection 

@ Guaranteed by C. W. Hickok 


E 


nothing to get out of order. Has 
adjustable ‘clips to fit any wrist 


watch. Each band 


packed in a 


beautiful display box with complete 
instructions and guarantee. 


No other METAL WRIST BAND 
has these DISTINCTIVE FEA- 


TURES. 


Distributed through the wholesale 
trade. Order from your jobber. 


Your Price 


$970 mm 


LESS 2% 


This beautiful TRANSPARENT 
PLASTIC DISPLAY STAND for win- 
dow or counter FREE with each 
two dozen bands ordered. 

(Height 5 inches} 


ONE PRICE TO THE JOBBER, ONE PRICE TO THE JEWELER, 
ONE PRICE TO THE CONSUMER 
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RETAILS 


$450 JAMES G. FLATAU 


Sole Sales Agent 
29 E. Madison St., Chicago 2, Ill. 
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~42MC-LotNo.513 


Capacity—1000 carats 


Weighs 42 carats without 
weights. 





Largest selection and vari- 
ety available from largest 
diamond jewelers’ supplier 


in the world. 
* 





Send for latest catalog and 
price list today. 


I. KASSOY, Inc. 


7 West 45th S#. 
NEW YORK 19, N. Y. 


““Makes no Compromise with 
Quality” 





























Highest quality photo frames 
at remarkably low prices. Avail. 
able through your jobber. 






Special sizes on request, 


Lelirlevaf// CORPORATION 


812-820 N. ORLEANS STREET, CHICAGO 10, ILLINO}s 























_A name fo ne eeee 


Our many years of Faithful and Efficient ser- 


vice have established an honored reputation. 


The public recognizes quality in a name. 


A.dosRaltin s Co, wc 


Wholesale Jewelers 
740 SANSOM STREET @ PHILADELPHIA 6, PA. 


°° BALTIN'S FOR NAME LINES ° 








LAPPING FACETS? 
ANY SHOP 
PROBLEMS? 





New modern designs for Rings, Bracelets, Watches. Any de- 
sign, division, angle. This new lapping machine adaptable for 
superfinishing any part. Made by specialists in jewelry prob- 

pping, Ring Stretching, Collets, Punches, Dies, Jigs, 
Fixtures. Machines made to order. 


ALKA PRECISION TOOLS & EXP. WORK 
22-44 122 ST. COLLEGE POINT, N. Y. 
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SALESMEN WANTED 


Money making side line of clocks, silver hol- 
low-ware, Hurricane lamps, and various other 
good sellers for salesmen now carrying ring 
lines and who travel by car. 


Give full information first letter, and only 
those with more than five years’ experience 
need apply. Many territories open. 


Address: Box "J., 5Z05,"" Care 
JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 




















HELP YOURSELF TO EASIER EARRING SALES 


with Feather frie * EAR WIRES 


Nationally Advertised 
the revolutionary new vatarann Msn 


idea in ear wires 

Eliminating pain. pinch and 
ear lobe pressure, ‘Feather 
Touch’’ ear wires are earring 
loss insurance because they just 
can’t fall off. ‘‘Feather Touch’”’ 
ear wires add greater sales ap- 
peal to your earring line yet are 
inexpensively priced. 

‘*‘Feather Touch’’ ear wires 
are available in rivet, button 
and solder types. Inquiries cor- 
dially invited. Prices on re- 
quest. 

*T. M. Reg. Pat. 2384915. Approved 
Dist.: Elliet, Greene & Ce., Ine., 
15 West 37 St., N. Y. 











91 Green St., New York 12, N. Zee Dept. | ¢ 





RA-CE TOOL AND METAL STAMPING CO. | 
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For Over 40 Years 


ENGRAVERS 
\ 


TO THE TRADE 


O Lif of - een ae Arsines ‘ handled 
. ‘ ! 
with sneed and utmost reliability 


/ CHAS. SILBERMAN & CO. N 
fy Fine Eng 9 in All Its Form 


VY 


133 Canal Street e¢ New York ?.N. Y¥ 


Estublished 19095 WwW Alker §$-S9IJ 












FOR SALE 
LOS ANGELES, CALIF. 


As a going concern: Jewelry Manufacturing & Metal 
stamping complete with good will, machinery, presses, 
equipment, dies, machine shop. 


Good orders on hand—owners retiring from business. 


Exceptional opportunity for young energetic men, ex- 
pansion into many new fields with equipment available. 


Complete details from 


PAUL GORDON, Attorney 
608 S. Hill St. Los Angeles, Calif. 
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Available in peach, aquamarine, crystal and blue, the corners 
bound in gleaming metal. 


Corduroy easel-backed, guaranteed 
not to warp. No. 306 


ae ee) Foe MOE ..dccscedsbnctsaccectae 7.50 ea. 
POU biccess ives 8.50 ea. 10" x 13" 
MS. ina cuepeewetiekssaencdanedhadscaceuel 7.50 ea. 


The same in Ruby Cased Glass (No. 302) or Cobalt 
Cased Glass (No. 304). 

i» ae 6''x a” 7''x9"' & 8''x10"' 

, ta 14.50 ea. 

Matching Tray 

Other Frames from !.75 ea. up; Trays from 


Vanity Mirrors a Specialty 


MIRRO NOVELTY CO. 


Pioneers, Originators and MANUFACTURERS Since 1925 
225 FIFTH AVE. © Room 933 ¢ NEW YORK 10, N. Y. 


ilver 


™ ing 


SALES PRODUCERS 
t1DORH STERLING SILVER HOLLOW ¢ 4.9 


HANDLE DUMBELL RATTLE EACH 


LUCITE TEETHING RING EACH 


NET 
IMMEDIATE DELIVERY 


A.B. FRANK SiLersmith 


9 Maiden Lane, New York 7, N. Y. 


ti00TRE INS SILVER BELL ON CLEAR $1.50 
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1. Made of Italian bubble glass in various colors, these 
pieces retail for (left to right) $17, $24, $17, and $23. 
From Weil Bros., Importers, Inc., 305 E. 6lst St., N. Y. C. 


2. A classical wreath design decorates this tea or coffee 
set in Elkington plated silver. This English silver is 
sold here exclusively by Mottahedeh & Sons, 225 5th Ave. 


3. Eighteenth Century figures in Bethwood Royal China on 
gold-plated pedestals form the bases for these 22" silk- 
shaded lamps. From Beth Weissman, 49 W. 23rd St., N. Y. C. 


4. This out-of-the-ordinary hurricane lamp (No. 574) has 
been created from a chalice vase in the Tiffin Modern de- 


sign. Made by the United States Glass Co., of Tiffin, O. 





5. Spode artists used the fleur-de-lis, symbol of royalty, 
for this border pattern in blue on the Chelsea dinnerware 
shape. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


6. Sturditrays made this 18" master server in California 
birch trimmed with copper to retail at $18; or with aluminum, 


$16. Sold by Everlast, 225 Fifth Avenue, New York City. 
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Three hundred years ago, you could buy 
furs, food, land or labor for a handful of 
glass beads. Wampum, it was called; a 
medium of exchange between Indians and 
early colonists. The first mint on our soil 
was built in 1608 at Jamestown, Virginia; 
a glasshouse to manufacture the money 
which helped to buy America. 

As time progressed, our artisans also 
learned the intricacies of handcrafting fine 
crystal wares for the home. It took us a long 
time, however, to catch up with the superb 
products which came from the glass blowers 
of Europe. The two wars, which retarded or 
totally destroyed many continental crafts, 
gave impetus to our own glass industry. To- 
day, our combined production leads the 


world in popular price lines and designs 
which have a universal appeal. 

In few places on this earth do more 
people have so much glassware to. enhance 
the beauty of their table settings. The good 
crystal, now so universally used, is one of 
the high marks of our American culture. 
Fostoria is proud of all those in our industry 
who initiated this progress. But even more 
than that, we appreciate the loyalty and 
encouragement of American retail buyers 
who have made our progress possible. 


Caan 


‘Ostorla 














FOSTORIA GLASS COMPANY - MOUNDSVILLE, WEST VIRGINIA 
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|. Fruit set in the “Candlewick design, with ice bowl, 
fruit bowl and ladle, and service for 6, retails at about 
$18. From the Imperial Glass Corp., of Bellaire, Ohio. 


2. Shown here is a new card-sampling device, the Plastic 
Protecto Jacket, which simplifies the problem of display- 
ing greeting cards. From Buzza-Cardozo, Hollywood, Calif. 


3. This 7-piece wine set with flame-topped decanter may be 
retailed, individually boxed, at $7.25 in ruby; $6.25 in other 
colors. From Beacon Glass Co., 71 W. 23rd Street, N. Y. 


4. Made in pink or yellow gold-plate, this "du Couer” cig- 
arette case is one in a variety of designs sold to retail from 
$5 to $15 by Sales Associates, 385 5th Ave., New York 6. 


5. A thumb-actuated mechanism preventing excessive caking, 
and a heat dissipator feature this new pipe, designed and 
manufactured by Floyd Snyder, 6 E. 4Ist St., Cincinnati, O. 


6. Available now is this rich-toned "Pavlova" pattern in 
Lenox china, done on a delicately fluted shape. Plate re- 
tails at $54 a dozen. From Lenox, Inc., of Trenton, N. J. 
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The Trade Mark 
of Goldscheider- 
Everlast Corp. 
Makers of World 
Renowned Fine 


& 
China. ‘Ne CHIN? 


Presenting 


STURDITRAYS 


Division of 


Sturdiloys af California 


REALLY SENSATIONAL 
ann? FORGE, 


Lie RB 


¢y py 

“Rast rae 
America's Number 
One Brand for 
Hand Crafted 
Aluminum. 





AT ALL MAJOR AND HOUSEWARES SHOWS 


\Yy Home Office and Showrooms: Chicago Showrooms: 


225 Fifth Avenue Wate maciadalelirelk-maatelal 
NEW YORK 10, N. Y. CHICAGO 54, ILL. 


EXCLUSIVE Western Showrooms: 


Saeeiie 527 West 7th Street The Hopkin-Morgan Co. 
LOS ANGELES 14, CAL. 6 WeHtington Street East 


IRelaelabioMslalel a delelaalt 


AGENTS 
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Smports from Ytaly 


Plans have been completed permitting us to re- 
tain the same position as leaders in the importa- 
tion of ITALIAN DINNERWARE and FANCY 
PIECES that we enjoyed before the beginning of 
world hostilities. 


Our former connections, with some new addi- 
tions, assure a continuous flow of interesting im- 
ports in true ITALIAN quality and style. 


We invite your inspection of these lines at the 


NEW YORK GIFT SHOW 
FEBRUARY 24th-28th | HOTEL PENNSYLVANIA 
Booth 60 


— under the direction of 


ALBERT WEBER O. M. DIXON 


v. ¥. Few 


FRED GROB 
ERICH SIEVERDES 


In addition there will be displayed these quality domestic lines: 


CONCORDE CHINA VONTURY PORCELAIN 
ORSAY CHINA FIGURES OMEGA CERAMICS 
MONTICELLO DINNERWARE REGAL VELLUM DINNERWARE 





HERMAN C, KUPPER, INC, 


New York 10, N. Y. 


39-41 West 23rd Street 









by MADELINE LOVE 


NEW import lines—or the return of old ones—are 

making news in some of the showrooms. At Her- 
man C. Kupper, Inc., for instance, the first post-war 
shipments of Italian pottery are on display. Kupper’s 
have maintained their former connections with Italian 
factories and have added some new ones, ensuring a 
steady flow of imports in both dinnerware and fancy 
pieces. 

Then there is the new Charleton Limoges china 
at . Abel, Wasserberg’s. This is china made in 
Limoges, France, and brought to this country for 
decorating by American craftsmen. When it is com- 
pleted the line will include tea, coffee, and after-dinner 
sets, sandwich and service plates, and it will be carried 
in addition to the regular Charleton line of lamps, china, 
and glass made with domestic blanks. 

There are several additional import lines at the A. J. 
Van Dugteren & Sons showrooms, too. Among them are 
Leerdam glass and the Jan Albers metalware from Hol- 
land, and ceramic lines from Norway and Holland. 

* * * 


EX PRODUCTS was host at a luncheon in the roof 
garden of the Hotel Pierre, New York, late in 
November in celebration of the production of its fifty 
millionth compact. George Rosenberg, founder of Rex 
and chairman of the board, was there to give a little 
talk, and on display was a series of compacts showing 


the various stages of their career from 1930 to 1947. 
* * * 


EWSETTES: Rexon, Inc., distributors of Thorens 

lighters, have appointed a new vice president— 
John S.° Fisher, who has been sales manager since the 
company was established. Nelson G. Slater, Chicago 
representative for the Fostoria Glass Co., has been 
elected president of the 15th Floor Merchandisers’ Club 
at the Merchandise Mart—the floor where most of the 
china, glass, and giftware showrooms are located. Tom 
Delaney, formerly with Abercrombie & Fitch, New York, 
has joined the sales force of Sun Glo Studios with the 
New York metropolitan area as his territory. 

* & & 


After a career of 52 years with Josiah Wedgwood and 
Sons, Ltd.,—40 of them as head of the American sub- 
sidiary which he started in 1907—-Kennard Wedgwood 
retired December 31 as chairman of the board of the 
parent company and president of the American com- 
pany. Elected to the presidency of the New York com- 
pany is Hensleigh Wedgwood, who has been with the 
firm since 1927 and came to New York in 1931 as second 
vice president. E. Overton-Jones and Leon Vallee have 
been elected vice presidents, and the Hon. Josiah Wedg- 
wood, managing director of the parent concern, becomes 
a member of the new board. Mrs. Annie Reese Surber, 
formerly china and glass editor of Retailing, has been 
appointed to take charge of Wedgwood’s promotional 
activities. 
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Fashioned in Cast Sterling, Gold Plated 


Ornamented with brilliant simulated jewels 


Handsomely packaged in unit sets 
4724 — Chatelaine Approx. retail price $35. ea. 
Approx. retail price $7.50 pr. plus 


4724 — Earrings 
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Two unusual new lamps, im- 
portant in all lines this 
year, from Jerre L. Poder- 
son, above, and M. C. 
Wentz Co., at right, L. A. 


ALIFORNIA’S artisans have created a wealth of 
new gift and artwares, which will have their 
premiere showing from January 26th to 31st at the 
24th California Gift and Art Show in Los Angeles. The 
Poppy State craftsmen, who did a $45,000,000 wholesale 
business in 1945 in Southern California alone, are out 
to meet competition from both the foreign and domestic 
markets, and this semi-annual trade show promises to 
be one of the biggest and most colorful in the history 
of the group. 
The show will run for six days, Sunday through Fri- 
day’ from 9 a.m. to 6 p.m. Exhibits will be housed in 
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Much New Merchandise 


Distinetively western styling dominates designs 
in new California giftware lines. Increasing 
demand for dinnerware and lamps is highlighted 


by numerous new and striking ideas. 










Ready For Jewelers 
At California Gift Show 


by JUANITA SAYER 























the Brack Shops Building, Merchandise Mart, Brock- 
man Building, and Alexandria Hotel, which will be head- 
quarters. Scores of manufacturers will hold open house 
at their factories and will also show visitors how the 
wares are produced. 

Woody Klingborg, head of the domestic trade depart- 
ment of the Los Angeles Chamber of Commerce, sponsor 
of the event, offers these statistics: Some 400 exhibitors 
from all parts of the country will present 30,000 indi- 
vidual items—jewelry, decorative accessories, giftwares, 
lamps and shades, china and glassware, metalware wood- 
enware, barbecue and hostess accessories, bar goods, pic- 
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tures, artwares, stationery, trophies, home furnishings, 
boudoir accessories, candles, greeting cards, and linens, 
as well as scores of allied products. 

Klingborg says that more than 4,500 buyers and re- 
tailers from all parts of the country—including many 
jewelers—are expected to attend. Those who have al- 
ready signified that they will journey to the show include 
buyers from as far away as Australia, Hawaii, South 
America, Alaska, England, and Europe. 

A pre-show survey revealed that manufacturers and 
exhibitors, unfettered by price controls and with more 
labor and materials available, have been working fever- 
ishly to create new designs for the show. They have 
been getting rid of old merchandise, and most lines will 
be completely revamped. The Californians have enlarged 
their plant facilities and have been experimenting with 
new plastics, porcelains, glazes, and metals. 

Some interesting new trends were noted in a survey 
of manufacturers and exhibitors. They have found that 
the nation’s buyers want utility items, particularly din- 
nerware and lamps, and there is more change in these 
two products than in any other merchandise. 

Virtually all leading potters have added lamps to their 
lines, now that essential lamp materials are available. 
Porcelain lamps will also make their debut in the show, 
and they have the California touch of hand-moulded 
flowers, vivid colors, and hand-painted decorations. 
Ceramic and porcelain vases and figurines have been 
wired to make distinctive lamps. Manufacturers have 
noticed a considerable decline in the demand for figurines, 
that is, unless they serve some functional purpose. 

There is an amazing amount of copper, brass, and 
bronze being used in California lamps. Solid copper 
shades are combined with leather columns and beautiful 
lacquered wood bases to achieve an entirely new look. 
The Californians are also creating lamps that are repro- 
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Scenes from California potteries. Left, 
pouring clay in molds at Claire Lerner 
Studio; center, putting final touches 
on vases before firing; right, painting 
band on vases, Katherine Zipper Studio. 


ductions of early American antiques, with chafing dishes, 
oil pot lamps, miniature stoves, and milk cans among the 
Americana used as bases. 

But the emphasis is on modern lamps. Abstract and 
Chinese modern themes in ceramic, glass, plastic, and 
wood are favored by many of the California designers. 
Lamps, as a whole, are more massive and have bigger 
shades in such new materials as opaque parchment, hand- 
wound yarn, heavy cotton crash, and cotton-and-rayon 
gingham checks. Ceramic or metal lamps with flower 
bowls or planters attached are doubly functional as well 
as attractive. 

Dinnerware patterns are more modern than they have 
ever been. Several new dinnerware lines are of trans- 
lucent porcelain body and of austere modern design. 
Color is of paramount interest, with black, gray, mauve, 
pink, citrus yellow, and delphinium blue, lending them- 
selves easily to modern designs. One of the new dinner- 
ware lines is metalclad in copper, brass, or bronze, with 
pastel-colored pottery contrasts. | 

Another noticeable trend is coordination of decorative 
accessories so that they can be used with furniture and 
interiors of a definite period. One of California’s out- 
standing ceramists is designing several complete lines of 
ceramic accessories, each line to harmonize either with 
modern or traditional furnishings. This same trend is 
evident in lamps and dinnerware. 

A leading manufacturer’s representative said that he 
had “junked” practically all the plastic and lucite novel- 
ties he handled because the public lost interest in these 
materials. However, plastic wall brackets, shelves, and 
small tables are still in high. demand, he said. 
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California Giftwares 


1. "Barrilitos" is the name of these salt and pepper shoker 
sets in duraluminum or burnished copper, available either 
with or without trucks. Made by Russell R. Ragland. 


2. Peasant figures done in brilliant colors decorate this 
ceramic beverage set with its distinctive scroll handles. 


Made by J. J. Fulop and distributed through Delda Displays. 


3. This massive modern lamp has a base of combed pottery 
resembling redwood and coolie shade in various colors; by 
Modern Designers and sold through the Dick Knox Displays. 


4. In Flintridge China are these ivory and gold pieces, 
done also in color; teapot $10, sugar and creamer $9, tea 


and saucer, $4, A.D's, $4. Sold by Robert S. Barkell Co. 


5. Imported bags by Marxmiller include red, brown, and 
Havana alligator and lizard, as well as calfskin in black, 
blue, and red. They may retail from $33 to $75 Keystone. 


6. Done in two-tone bronze are these book-ends flanked by 
finely-detailed Western saddle horse figures, a part of the 
Tru-Art line manufactured by the Trophy-Craft Company. 
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WORLD’S FINEST MONOGRAM 
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BOOK MATCHES 
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PAPER NAPKINS 
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PLAYING CARDS 


CHRISTMAS CARDS 


_ >a Right in Your Own 

. Store for less time 
gg | and money than it 
takes to send the 
—— : work out. 
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SEVENTY-FIVE PER CENT of America’s major department stores 


use from one to ten Kingsley Machines to do their own monogramming. 












OVER 12,000 stationers, gift shops, jewelers, etc., in 67 countries 
the world around have found the Kingsley the best and most depend- 
able machine to use. 


THE KINGSLEY, because of its speed and simplicity, has replaced 


thousands of clumsy, complicated machines of every description. 


WHEN YOU BUY A KINGSLEY, you get a time-tested, trouble- 


free machine and a reliable source of type, foil and service. 
IT PAYS to buy a Kingsley—world’s finest monogramming machine. 


Write for Catalog and Ideas on, Monogrammed Sales Promotions. ; Ni -_ : . 


* Se 
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EASY TO OPERATE 


STAMPING MACHINE CO. 


HOLLYWOOD. 28, CALIFOR NAS 
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alifornia Giftwares 


1. Silverplated on copper is this new teaset, designed on 
simple lines with a leaf trim; 19-ounce teapot, 12" tray, 
and cream and sugar of 6-ounce size. Made by Dodge, Inc. 


2. With a base which reproduces an early American oil pot 
and a ruffled shade in plaids or checked ginghams, this is 
a Betty Lee lamp, distributed by the Albert Arkin Company. 


3. This new after-dinner coffee service by Campo del Mar 
is in porcelain, modern in style and finished in several 
different color combinations. Sold through Worth Durham. 


4. Designed by Betty Goodan, cowgirl artist, and made by 
Evans of California, these cowhide accessories are deco- 
rated with the heads of race horses. From M. C. Wentz Co. 


5. California Poinsettia design in two-tone satin finish 
decorate these tumblers, in popular sizes with matching 
ice bucket. Styled by Mooney of Hollywood Glasscrafters. 


6. Called the Grandson, this electrified miniature replica 
of a grandfather's clock is in solid mahogany, 21'!/2" tall, 
and is priced at $39.50. By the Sheffield Instrument Corp. 
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Old World Ele gance 


intvoducing 


“Edwina Ceramics” 


Exquisitely Costumed Figu- 
rines, Candy and Cigarette 
Boxes, Vanity Sets, etc., all 
lace trimmed in the Dresden 
Manner. To retail $15.00 to 
$70.00 each. 


Exclusive with . 


KATHERINE ZIPPER 
& COMPANY 


712 So. Olive St. 
Los Angeles 14, Calif. 
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To wide awake manu- 


facturers who are look- 


ing towards the future Introducing 


for their Export Trade. a KEY CALIFORNIA 





An unparalleled op: 








portunity presents itself 


for complete representa- A new oversized 


tion of your merchan- Contemporary Dinnerware Pattern 
dise in our branch oflices f Sem sft i ope hiskicated 
in Honolulu, Manila and 


Panama. 


Designed for Today’s Living 
b 


Lawrence Suman 
Correspondence 


solicited from reputable ; » 


concerns by a well rated  Wawk Fairchild -J WUMan, ne. 


Los Angeles firm. 


Showrooms: 


Brack Shops, 527 West 7th St., Los Angeles 14 
Box 968 c/o in 1212 Merchandise Mart, Chicago 54 
Jewelers’ Circuler-Keystone 
5410 Wilshire Boulevard 
Les Angeles 36, California 
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California Gttswavce 


|. This miniature ash can is fashioned of oxidized spun 
copper and it may be used as a cigarette container, as a 
planter, or as a waste can. Sold through W. A. Gates Co. 


2. Novel gourd lamp hand-painted in Mexican, Chinese, and 
Hawaiian motifs on a highly glazed surface, with shade of 
raffia; made by Petti Products, sold by Jerre L. Podorsen. 


3. Hand-painted with a Western motif, this topgrain steer- 
hide belt has buckle of sterling or gold-inlaid sterling. 
Matching watchbands. From Pacific Watch Attachments Co. 


4. Fashioned of gleaming glass with silver-chrome fittings 
this Olde Thompson pepper mill set in the Cape Cod design 
is priced at $8.50 a set. Made by George S. Thompson Corp. 





5. Designed by ex-Navy pilot Bud Plone and cast in Hydro- 
Cal plastic painted in school colors is Varsity Vic, com- 
posite letterman figure. Sold by Hollywood Athletic Co. 


6. Fitted to small hands is this pitcher and mug set by 
Dora, painted with boy-and-girl design in pastel colors on 
a ceramic body. Sold through Victor McNutt Associates. 
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ADMIT SLIGHT DIAMOND PRICE DROP 





——— 


DIAMOND IMPORTS—FIRST THREE QUARTERS OF 1946 
DIAMONDS: Rough or Uncut: DIAMONDS: Cut but Unset: 


« 








Carats Dollar Value Carats Dollar Value 
January....... 46,071 $1,605,740 January....... 62,601 $12,024,197 
February...... 75,42 1,557,185 February... 50,291 10,218,608 
ae 185,413 8,600,196 i 54,813 11,970,932 
Sr 107,904 3,674,338 , re 57,345 12,744,175 
BL. cs0000++ 113,679 5,649,953 Ser 58,039 9,855,859 
June. ,198 3,439,462 , ere 55,181 10,870,371 
rer 104,165 5,371,752 [eo 52,166 10,532,400 
August........ 46,687 2,623,536 pe 44,972 10,208,178 
September..... 108,893 6,146,964 September... .. 61,205 12,310,376 
re ne”. onesddene PN a knees Gee - wbadnawed 





Source: U.S. Dept. of Commerce Publications, FT-110-B. 








Diamond Imports 
Higher in 1946 


Although not considered as a factor 
in lowered diamond prices reported else- 
where on this page, greater quantities 
of stones reaching this country in 1946 
may well have had something to do 
with a drop in prices. 

More cut but unset diamonds were 


imported into the U. S. during the first 


nine months of 1946 than were imported 
during the whole of the preceding year, 
1945, 


And rough or uncut diamonds im- 
ported during the first three quarters 
of 1946 nearly equalled total 1945 
imports. 

As can be seen from the tabulation 
of diamond imports for the first three 
quarters of 1946, appearing above a 
total of 496,613 carats of cut stones 
and 871,436 carats of rough stones were 
imported. 


According to Sydney H. Ball in “The 
. Diamond Industry in 1945,” (JC-K for 
July, 1946, page 282), imports of cut 
Stones in 1945 totalled 362,516 carats, 
and rough stones 893,760 carats. Thus, 
it is clear that 1946 imports were, on 
the average, higher and might possibly 
have had an effect upon prices. 


Information furnished by the U. S. 
Department of Commerce, Bureau of 
the Census, in publications concerning 
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U. S. general imports of merchandise 
(series FT-110-B), indicate month by 
month facts on diamond imports. 


Belgium, of course, invariably leads 
the countries exporting diamonds to the 
U. S., both for carat-volume and dollar 
value. During the first nine months of 
1946 imports from that country of 
over 25,000 carats per month were aver- 
aged, and dollar values averaged $4,000,- 
000 per month or better. 

Palestine and the Union of South 
Africa also exported large quantities 
of diamonds to the U. S. during the 
first three quarters of 1946. 

Cuba was high on the list of coun- 
tries exporting diamonds to Uncle Sam 
in the first months of 1946, averaging 
over $1,000,000 worth of exports per 
month until May. From May onward, 
however, Cuba exports declined to the 
vicinity of $500,000 monthly. 

Since the reports issued by the Com- 
merce Department list almost every 
country exporting even as little as two 
or more carats of diamonds in any 
month, some interesting facts are dis- 
closed. For example, the Soviet Union, 
during the first three quarters of 1946, 
exported to the United States over 4,500 
carats of cut stones. It can be assumed 
that the majority of these were old 
stones, sold for dollar credits. 


As can be seen from the tabulation 


above, although quantities of rough dia- 


monds imported during the first nine 
(Please turn to page 3868) 











Decline is Blamed Upon 
Cautious Buying and 
Economic Conditions 


The bottom has not dropped out of 
the diamond market! 

True, during the past 40 to 60 days 
diamond prices have declined some- 
what, but for excellent, understand- 
able reasons. Indications are that 
prices will rise, rather than fall, dur- 
ing early 1947. 


Extremly cautious buying on the part 
of merchants, plus the fact that stocks 
of diamonds in this country are, rela- 
tively speaking, of somewhat lower 
grade than formerly, led to a perceptible 
(but not pronounced) softening of prices 
in late November. Labor difficulties, 
affecting Wall Street were also reflected 
in the price of diamonds. The resulting 
drop, unfortunately over-publicized and 
featured by virtually every newspaper 
in the country, led to a false public 
notion that diamond prices were plum- 
meting. 


DE BEERS CONFIDENT 


Sir Ernest Oppenheimer, chairman of 
DeBeers Consolidated Mines, attributed 
the slump in diamond prices to labor 
troubles in the United States. Speak- 
ing in Johannesburg, South Africa, he 
stated “it is not surprising that con- 
sumption of diamonds has fallen off to 
some extent, but there is no cause for 
alarm.” 


Anticipating a revival of the dia- 
mond market in the near future, Sir 


. Ernest stated that he had approved 


“very considerable sales” for the U. S. 
only ‘a short time before. The current 
“lull,” he felt, would not last long. “We 
are just experiencing quieter times,” . he 
added. 

Taking the longer view of the mar- 
ket Oppenheimer predicted greater 


prosperity for the diamond trade and 
appealed to the industry never to buy 
any more than it required. 
low). 
Interviewing prominent New York 
(Please turn to page 367) 


(See be- 
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Diamonds Which Survived Atom Bomb Test 
Are Put on Display at New York Museum 


Two diamonds which survived the blast 
of the fourth atom bomb at Bikini Atoll 
last summer have been put on exhibition 
at the American Museum of Natural 
History in New York. 

The gems, which were encased be- 
tween steel plates welded to the deck 
of one of the ships at “Operation Cross- 
roads,” apparently suffered no damage 
from being exposed to the blast. How- 
ever, William Ludel, president of the 
Multi-Facet Diamond Company, which 
provided the gems for the experiment, 
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maintains that one of the stones under- 
went a deepening in color. 

Dr. Frederick H: Pough, curator of 
physical geology and mineralogy at the 
Museum, and gem consultant for THE 
JEWELERS’ CiecuLar-KeyYsToNE, arranged 
with Dr. Stuart Sturges, a physicist 
associated with the ‘Manhattan Project, 
to take the jewels to Bikini for the test. 
The diamonds were provided by the 
Multi-Facet firm. 

Although security reasons prevent dis- 








A stunning earring and 
bracelet ensemble. . 
Beautifully fashioned 
in 14 karat gold. 





clesure of the name of the ship which 
bore the diamonds, or how far from 
the center of the blast the gems were, 
Dr. Pough has explained that the ste¢) 
plates which bound the stones to the 
ship’s deck were radioactive for , 
considerable length of time afterwards 
a fact which made immediate recove 
impossible. Whether or not the dia- 
monds themselves were radioactive wag 
not disclosed and, indeed, may not have 
been determined. 


. 


American Museum of Natural History Photo 
Dr. Frederick H. Pough (left) and William 
Ludel of the Multi-Facet Diamond Corp, 
examine stones which were exposed to the 
blast of the fourth atomic bomb at Bikini, 


The whole point of the experiment, 
according to Dr. Pough, was to deter- 
mine whether or not the carbon in the 
diamonds would be converted into one 
or another of its isotopes, or variant 
forms. “Since carbon is the neutron 
slowing constituent used in the pluton- 
ium producing pile at Oak Ridge,” Dr. 
Pough explained, “we wanted to see 
how the diamond, a form of carbon, 
would be effected by the same type of 
radiation.” | 

No change was noted in the stones, 
however. 

Dr. Pough hopes to be able to make 
additional tests at Oak Ridge, Ten- 
nessee, placing diamonds in the platinum 
manufacturing pile. Conversion of dia- 
mond carbon into the rare isotope, “car- 
bon 13,” would have far reaching effects, 
the scientist stated, since that element 
is valuable to the medical profession in 
the treatment of many disorders. Gem 
diamonds would not necessarily be con- 
verted to the isotope, the Doctor stated, 
since cheap industrial bort would prob- 
ably work equally well. 


Gold Production Shows Increase 

Gold production, which reached 4 
four-year peak in September, receded 
14 per cent in October chiefly because 
of a seasonal recession in Alaska, the 
Bureau of Mines announced recently. 

October production of recoverable 
gold in the United States (in fine 
ounces) included: 

California, 32,000; Alaska, 27,250; 
South Dakota, 26,600; Utah, 23,800; 
Colorado, 12,600; Arizona, 8,150; Mon- 
tana, 6,500; Nevada, 5,500; Washington, 
4,150; Idaho, 4,100; Oregon, 1,800; New 
Mexico, 356; Wyoming, 9; Texas, 3. 
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Canadian Visits Gem Mines 


The first Canadian to become a quali- 
fied gemologist, J. Lovell Baker, vice- 
resident of Henry Birks & Sons, re- 
cently described his 23,000 mile air trip 
to Europe and Africa in search of dia- 
monds. 

Admitting that he did get the dia- 
monds he had set out to get he re- 
gretted that he had not bought more 
for immediately after his visit prices 
went up. 

Mr. Baker denied that the South 
African diamond syndicates had any 
gems in reserves. “T visited the big syn- 
dicates in Johannesburg,” he said, “and 
was told that they are mining to 
capacity and selling every diamond. The 
supply is far too short.” 

He pointed out that the cost of dia- 
monds was divided 80 per cent labor 
(cutting cost) and 20 per cent diamond. 
A diamond cutter in Antwerp before 
the war earned about $50 a week but 
recently, in New York, diamond cutters 
were earning between $150 and $200 a 
week. “The only change in the price of 
diamonds,” he added, “will be increased 
labor charges.” 

Mr. Baker, who has visited Europe 
and other continents many times before 
by sea, described his first trans-Atlantic 
air crossing from the time he left New 
York until he arrived at Montreal Air- 
port. 

From New York he flew to Ireland, 
then on to southern England, and 
pointed out that the 90-mile trip by 
rail to London took longer than the 
1,200 mile air trip from New York to 
Newfoundland. He gave his impressions 
of wartorn London and other British 
centers and remarked particularly the 
good humor of the Britons under diffi- 
cult conditions of food, travel, queues 
and bombing. 

From London, Mr. Baker flew to the 
continent where he visited Paris, Brus- 
sels and Antwerp. Paris and Antwerp 
he found depressing because the black 
market was rampant. Parisians were 
dissatisfied with their government and 
everyone was down in the mouth. In 
Antwerp the most depressing observa- 
tions was the terrible destruction 
wrought by German shelling after the 
liberation by the Allies. 





Want a $100 Bond? 


A one hundred dollar U. S. Savings 
Bond will be awarded to the person who 
hames the new men’s jewelry line, soon 
to be released by S. Korff & Son, cre- 
ators of Eskay jewelry, 914 Walnut St., 
Philadelphia, Pa. 

In a quest for an outstanding name 
for their new line, Korff has launched 
this novel contest campaign as an intro- 
ductory note to the trade. 


There are no strings attached, the. 


contest being open to the trade at large. 
Judges, well-known in the industry, will 
be announced soon. 
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“Three ways +o 
hold a customer 








Use this high-grade ball and 
chain. Snap on when he’s not 
looking. Very old-fashioned 
method, however. 














ae 


Bait him into a cage with something 
good to eat—or anything else you 
can think of. A little rough, maybe. 


Use Air Express to get nim what rs 

he wants in a matter of hours! Show % fj 
him memo goods quicker! Get repairs faster! re. 

Make new sales! The speed of Air Express 
helps you keep inventory down, too. 


opecity Air Express-a Good Business Buy 


RATES CUT 22% SINCE 1943 (U.S.A.) 





Air Express places any supplier a matter of hours from 






































your store—even those in many foreign countries. Aim | 2 tos. | 5 ts. | 25 ths.|40 ts. [Over a ~ 
Special pick-up and delivery in all major U. S. towns 149 | $1.00 | $1.00] $1.00] $1.23] 3.07 
and cities are included in the greatly reduced rates. 349 | 1.02] 1.18] 2.30] 368] 9.21¢ 
Same-day delivery between many cities, fast air-rail — = — - — —= 
service to and from 23,000 off-airline communities. Free cae T cant cant @astaaaal yoann 
valuation coverage on every package up to $50; 10¢ for ors | 147 | 3.68] 18.42] 29.47] 73.68 











INTERNATIONAL RATES ALSO REDUCED 


KEES 


GETS THERE FIRST 


Ask Today for the Rate Schedules on Air 
Express. They contain illuminating facts 
to help you solve many a shipping problem. 
Air Express Division, Railway Express Agency, 
230 Park Avenue, New York 17, N.Y. Or ask 
for it at any Airline or Railway Express office. 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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each additional $100 or fractional part. 


LS 









AIR 
EXPRESS 











American Watch Manufacturers Pledge 
Continuance of Fair Trade Contracts 


Retail jewelers will be relieved to © 
know that a recent settlement of the Gov- 
ernment’s long pending suits against the 
American watch companies will not 
change in the slighest their decision in 
regard to the maintenance of Fair Trade 
contracts. 

As will be remembered, back in No- 
vember, 1941, a suit was brought against 
the three American watch companies— 
Elgin, Hamilton and Waltham—together 
with a large number of wholesalers han- 
dling those three lines. The essence of | 











the complaint was to the effect that 
these three manufacturers together with 
their wholesalers had “combined and 
conspired” to restrain trade in their 
products. Ground for the charges was 
that the three companies and their 
wholesalers acting in concert had re- 
fused to sell to price cutting retail out- 
lets, such as industrial catalog houses 
and the like. 


As was remarked in JEwELterRs’ Cir- 
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WIDE, JEWELED WEDDING BANDS 
IN THE RENAISSANCE MANNER 
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Reminiscent of extravagant Renaissance rings, and in exciting contrast to 






the proverbial plain gold band, these halt-inch circlets are richly studded 





and garnets. Three-tone combi 
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tn diamonds, rubies, sapphires. pearls 






of gold —yellow, pink and white — fashioned into intricate lattice, 





nd tloral designs lhis small collection from a large ula 


b | 
sen Originals ts priced to 


retail trom $35 to $100.00 






SOLD THROUGH JOBBERS 


O.-M. RESEN. INC. 62 west 47th st.. New York 19. N. Y. 


WEDDING 









MANUFACTURERS OF RINGS AND MOUNTINGS 








358 











cuLaR-KeysTonE at the time, regardless 
of the technical legality or illegality of 
the alleged practices, the net result of 
the policies of the three companies jg 
completely endorsed by the legitimate 
jewelry trade because prevention of 
destructive price cutting under Fajr 
Trade contracts is in the interests of 
both the legitimate trade and the public. 


POSTPONE TRIAL DURING WAR 


The suit was not immediately presseq 
by the Government and in March, 1943, 
the Attorney General of the United 
States acquiesced in the request of the 
Secretary of War to postpone trial of 
the cases for the duration of the war 
in view of the fact it was desired to 
avoid anything that would interfere with 
the work of these companies in their 
wartime job of producing substantial 
volumes of precision instruments for the 
Army and Navy which were urgently 
needed for the prosecution of the war. 

Subsequent to the conclusion of hos- 
tilities, the case against the Elgin Watch 
Co. was settled through an out of court 
settlement on a basis of nola-con- 
tendere—a legal arrangement under 
which the defendant does not admit 
either the facts charged or the alleged 
illegality but agrees to a settlement of 
the case. In this instance a token fine 
of $5000 was assessed against Elgin and 
the matter dropped. Similar settlements 
have now been made with both the 


Hamilton Watch and the Waltham 
Watch Co. 
AN IMPORTANT FACT 

The most important fact from the 


standpoint of the retail jeweler is that 
both Hamilton and Waltham state that 
they will continue to operate on _ the 
basis of Fair Trade contracts and that 
vigorous enforcement of them will be 
continued. 

The Hamilton Watch Co. also an- 
nounces that it “does not plan to change 
its traditional method of distribution 
through authorized wholesale jewelry 
firms.” Hamilton sales executives also 
point out that there has never been any 
question as to the legal right of the 
wholesale distributor to select such re- 
tail dealers as that wholesaler may con- 
sider proper for the lines he handles, so 
long as that decision is made by that 
wholesaler independently. It is also 
stated that “vigorous enforcement of 
Hamilton’s Fair Trade contracts will 
also continue to be an important phase 
of the company’s distribution policy.” 


Hidden Japanese Gems Recovered 


Diamonds worth $25,000,000 were re- 
covered from scattered hiding places in 
Japan along with secret caches of sap- 
phires, opals, jade, and culled pearls, 
Allied headquarters announced recently 


‘in Tokio. 


The gems, apparently, were buried by 
the Japanese to finance underground ac- 
tivity, officials said. The largest diamond 
weighed between 53 and 55 carats. 
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Trade is Asked to be on the Alert 
For $25,000 Worth of Stolen Gems 


More than 400 unmounted diamonds 
and 40 ring mountings, valued at $25,000, 
were stolen from Bloedel’s jewelry store, 
900 E. Wisconsin Ave., Milwaukee, Wis. 
A reward of $1,000 has been offered for 
the recovery of the diamonds, and a $500 
reward has been offered for the recovery 
of the ring mountings. 

The stolen diamonds included 105 
stones of one-fifth of a carat or larger. 
About 300 melees and fancy cuts had 
also been stolen. Most of the bigger 
stones ranged in color from “fancy blues 
to violets.” All of the larger diamonds 
were purchased from Lazare Kaplan & 
Sons, 630 Fifth Avenue, New York City. 
Bloedel’s has a record of the weight, 
color and degree of perfection of each. 

Most of the mountings have been made 
up within the past two months, which 
enables Bloedel’s to furnish definite in- 
formation as to weights and styles. All 
rings which have the number 263/ at 
the beginning were purchased from 
Morris Kaplan & Sons, 21 W. 46th St., 
New York City. All Morris Kaplan 
mountings were stamped MK. Mount- 
ings with the number 248/ at the begin- 
ning had side diamonds weighing .08 
to .11 each. Most of these mountings 
were for % carat to 1% carat size center 
diamonds and were stamped 10% Irid. 
Plat. in block letters. All mountings 
had ring numbers scratch-marked inside 
and in addition had a retail code-mark 





IDA Discusses Simplifying 
Use of Diamond Tools 


Standardization of diamond too] hold- 
ers was recently discussed by the Dia- 
mond Tools Committee of the Industrial 
Diamond Association of America when 
they met with representatives of ma- 
chinery manufacturers. The movement 
was initiated by the National Bureau 
of Standards. The possibilities for sim- 
plifying the use of diamond tools was 
the main topic of discussion at the meet- 
ing. In standardizing the tool holders, 
through the collaboration of machinery 
manufacturers with producers of dia- 
mond tools, it is expected that economy 
will result to the users of diamond tools, 
both through smaller inventories and 
time saved. 

According to a release from A. D. 
Leveridge, executive manager of the 
association, the IDA is conducting a 
survey of all its tool making members 
to determine from their experiences what 
abuses there are in the use of diamond 
tools. When the survey is completed, 
the association will advise members of 
the best methods of obtaining the max- 
imum utility from diamond tools, and 
to prevent uneconomical destructive 
abuses of diamond tools by printing an 
illustrated manual. Advance chapters of 
the manual will be published in the trade 
journals, and will analyze one type of 
tool at a time. 
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consisting of from four to five letters. 

When the loss was first noticed, the 
matter was kept secret while a thorough 
search was made for’ two _ leather 
pouches containing the diamonds. Mr. 
Bloedel was waiting on a woman cus- 
tomer and showed her a tray full of 
mountings. He had unlocked the inner 
door of the safe, where the unmount- 
ed diamonds were kept, to get these. 
When he reached inside, he found 
both pouches in which the jewels were 
kept were not there. He showed the 
woman a few other stones and then 
she left. The jeweler then hurriedly in- 
formed other staff members of the miss- 





ing jewels. While they were searching 
for the gems, someone—apparently one 
of the 25 to 30 customers who had been 
waiting in the store—walked off with 
the tray containing the 40 ring mount- 
ings. 

Two keys were needed to gain access 
to the inner portion of the company’s 
safe, where the unmounted diamonds 
were kept. Only Bloedel and two other 
persons had these sets of keys. Mr. 
Bloedel said he knows of no way the 
stones could have been taken from the 
safe. He asserted that it was possible 
the pouches containing the diamonds 
were left outside the safe briefly after 
someone had been working with them. 

The gems’ loss was covered by insur- 
ance. Private investigators as well as 
police have been trying to solve the 
mystery of their disappearance, but with 
no results so far. 
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Silverlike Case $2.50. 
$1.00 extra for initial 
or signature. 


Counter card of 36 
ten-cent packs of 4 
each ZIPPO Hard 
Flints, $3.60. 





Case $15*. Plain 14K 
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ZIPPO national advertising is 
more than double 

any previous campaign. 

To the left are shown but 

a portion of the media 

being used. We have 
available counter cards, 
streamers, mats, cuts, 

radio scripts, suggested 

advs., etc., etc. 

Get back of ZIPPO—the 
lighter that made the world 
lighter-conscious. Remember 
no dealer or customer ever paid 
a cent to repair a ZIPPO. 





ZIPPO MANUFACTURING CO., DEPT. X, BRADFORD, PA. 





*Plus Federal Tax 


Engine turned Ster- 
ling Silver Case $20*. 
Engine turned 14K 
Gold Case $175*. 


Plain Sterling Silver 
Gold Case $165*. 
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Mollie Gable Feted for 


Tolerance Efforts 


A testimonial luncheon to Mollie Gable, 
Independent Retailers Syndicate, for her 
efforts to promote harmony among the 
various racial and religious groups in 
America, was attended by more than 100 
executives of the Novelty Jewelry Indus- 
try on December 11 and 12 at the Hotel 
McAlpin in New York City. 

The Joint Defense Appeal is the 
financial arm of the American Jewish 
Committee and the Anti-Defamation 
League of'B’nai B’rith. The 1946 $5,000,000 





Mollie Gable, Independent Retailers Syndi- 

cate, was honored at a luncheon last De- 

cember 11-12, in New York City. The affair 

launched a drive to raise funds for the work 

of the Joint Defense Appeal's two bene- 
ficiary agencies. 









JDA goal is 48 per cent more than the 
amount raised last year in order t 
maintain the coordinated program of 
its two agencies in combatting anti. 
Semitism in America. 

Jerome Oppenheimer, of Coro, Ine,, 
chairman of the effort, hailed Miss Gabje 
as “first lady of the Novelty Jewelry 
Industry,” and praised her numeroys 
activities and leadership of civic ang 
philanthropic causes. “She has always 
been an active worker for many char. 
itable endeavors. In particular, Mollie 
Gable has been an outstanding leader 
for the Joint Defense Appeal,” Oppen- 
heimer stressed. “The large turnout of 
trade leaders for this affair which wil] 
mobilize strength for the fight against 
the enemies of democracy is an indica. 
tion of the Novelty Jewelry Industry's 
affection for our guest of honor.” He 
warned that too many new hate groups 
are springing up throughout the United 
States and are joining forces with other 
subversive elements which existed before 
Pearl Harbor. 

“Un-American elements are capitaliz- 
ing on the difficulties of the postwar 
period,” Mr. Oppenheimer cautioned, 
“Anticipating the new problems, the Joint 
Defense Appeal increased its goal for 
1946 to $5,000,000—to enable its two de- 
fense agencies to carry on an expanded 
postwar program in combatting anti- 
Semitism and in safeguarding the Amer- 
ican way of life. Their program is 
primarily a job of informing 140,000,000 
Americans that religious hate propa- 
ganda endangers America and the free- 
dom of every American.” 





NEW RETAIL ENTERPRISES 








Lerman’s Jewelry Store, 167-170 Dominick St., Rome, N. Y. 
A. H. Winston & Son, 121 Main St., Herkimer, New York. 
Juliette’s, Inc., 10 East Fourth St. Building, Tulsa 3, Okla. 
Guichard’s Jewelers, 811 Columbia St., Covington, Louisiana. 
Ross Jewelers, 251 Dauphin St., Mobile, Alabama. 

Fults Jewelry & Optical Co., 211 South Fifth St., Springfield, Ill. 
Mell Jewelers, 28 Mamaroneck Ave., White Plains, N. Y. 
Sterbcow Brothers, 310 Baronne St., New Orleans, La. 
Arion Jewelry Store, 212 N. Main St., Burlington, Iowa. 
Rogers’ Jewelry Store, Central Square, Lynn, Mass. 

Folger Jewelry Store, Fifth St., Spencer, N. C. 

Merchandise Mart, 402 North Pearl St., Ellensburg, Wash. 
Lloyd’s Jewelry Store, 70 Main St., Freeport, N. Y. 

Ray’s Jewelry Store, 188 Cota St., Shelton, Wash. 

Lurie’s Credit Jewelers, 480 Broadway North, Seattle, Wash. 
Harris Jewelry, 107 West Grand Ave., So. St. Paul, Minn. 
Snyder Jewelry Store, 7117 Main St., Rochester, Ind. 


Brannon’s Jewelry Store, 210 North Akard, Dallas, Texas. 
Ted W. Brown Jewelry Store, 1197 Newport Blvd., Costa Mesa, Cal. 


C. H. Perkins, 107 South Maple St., Eldon, Mo. 

Froman Jewelers, 6519 Hollywood Blvd., Hollywood, Cal. 

Norm Bernard, 38 West Main St., Sommerville, N. J. 

Leed# Jewelry and Appliance Store, 325 Main St., Dunkirk, N. Y. 
Marshal’s Jewelers and Watchmakers, 695 E. Alisal Blvd., Salinas, Cal. 
Burg Jewelers, 830 E. 14th St., San Leandro, Cal. 

David Watry Jewelers, 511 17th St., Merced, Cal. 

Lipson Jewelry Store, 203 W. Main St., Visalia, Cal. 

Harris Jewelers, 1240 Broadway, Columbus, Ga. 

Sterling Jewelry Co., 423 Elk Ave., Elizabethton, Tenn. 

Best Jewelry Co., 107 American Ave., Long Beach, Cal. 

Edwards & Co., Jewelers, 1210 S. W. Morrison St., Portland, Ore. 
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Watchmaker Licensing Urged by Colorado 
Horologists at Annual State Convention 


ee ne 


State Will Press for Act 
Registering Watchmakers 
in '47 Legislative Year 


The need for registration of watch- 
makers was the keynote of the annual 
convention of Master Watchmakers 
Association of Colorado, held November 
17 in the Empire Room of the Shirley- 
Savoy Hotel, Denver. 

Orville R. Hagans, vice-president of 
the association, emphasized the need for 
building a strong State organization 
and then reviewed registration for the 
benefit of those present. He pointed 
that most noteworthy in the National 
Association’s program, has been its ac- 
tivity in securing watchmaker licensing 
in six states, requiring an examination 
and demonstration of certain minimum 
technical ability on the part of appli- 
cants, before a license and permission 
to practice watchmaking is granted. 


‘SECURE REGISTRATION’ 

Mr. Hagans reported on the UHAA 
National Convention last October, and 
said that a great deal of good had been 
accomplished at the Convention in or- 
ganizing the National Association of 
Horological Schools. “Since the Con- 
vention,” he explained, “eighteen schools 
have applied for use of the National 
Curriculum.” He went on to urge every- 
one to inspect horological schools 
throughout the country, to find for 
themselves that the intellect of the ma- 
jority of the students is higher than at 
any previous time. “National,” he con- 
tinued, “is doing much toward watch- 
making licensing, in sending out ques- 
tionnaires to schools, and asking them 
what the prime purpose of the National 
Association should be. In all cases the 
answers have been ‘Secure Registra- 
tion.’ If such registration laws as now 
exist in Wisconsin, Indiana, Oregon, 











Minnesota, Iowa, and Oklahoma, can be | 


obtained in all states, horology will 
rightfully become a highly respected 
profession. 

“If Colorado is going into legislative 
work,” Mr. Hagans further stated, “the 
job will have to be done differently than 
it was in 1939. A campaign must be 


conducted throughout the entire State, | 
the object of this campaign being to | 


familiarize watchmakers with watch- 
maker licensing. ‘The support of jewel- 


ers must also be obtained.” In conclu- | 


sion, Mr. Hagans urged presentation of 
a Registration Bill to the State House, 
within the next two months, and once 
again urged full support of the under- 
taking. 


FIVE SPEAKERS PRESENTED 


Following the president’s call to or- 
der which opened the convention, and 
the report of the secretary, and the 
financial report which followed, a pro- 
gram of five speakers was presented. 

First on the program was Ray Gross, 
of the Labor Department, Federal Com- 
mittee of Apprenticeship. He _ stressed 
the dire need for apprenticeship, and 
said that the State Board for Voca- 
tional Education believes that a strong 
apprenticeship program can be set up 
in the State of Colorado. “To train,” 
Mr. Gross said, “there must be a plan 
outlined ,and adhered to strictly. The 
prime objective of the State Association 
should be to get all the guilds in the 
State interested in the apprenticeship 
program, by means of news releases, 
as well as through direct contact with 
them.” He expressed a hope that the 
State Convention would be highly suc- 
cessful, and also that a licensing bill 
would be set up in the State of Colorado. 


A motion was made by Ed Hewitt, 


Denver, Colo., that the State Associa- 
(Please turn to page 362) 


Officers elected for 1947 at the state convention of the Master Watchmakers Association 
of Colorado are pictured above. Left to right: Howard Weiss, Greeley, Colo., president; 


Orville R. Hagans, Denver, Colo., vice-president; Ed Hewitt, Denver, Colo., national trustee; 
and John Sutton, Denver, Colo., secretary. Henri Grusin, Littleton, Colo., treasurer, was 
absent when the picture was taken. 
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Watchmaker Licensing 


(From page 361) 


tion adopt apprenticeship standards as 
presented, and that a Legislative Com- 
mittee be appointed by the incoming 
president, for the administering of the 
apprenticeship standards. Mr. Hagans 
asked that this Legislative Committee 
meet with Mr. Gross in the near future. 
Mr. Gross stated that although his 
schedule was extremely heavy, he would 
make time for the meeting, whenever 
the committee was available to convene. 

A vote, as to whether the State As- 
sociation was ready and willing to pro- 
ceed with a program of Registration, 
was taken following Mr. Hagan’s talk. 
It was voted unanimously for the As- 
sociation to proceed with such a pro- 
gram. 


ELECTION OF OFFICERS 


President Hansen read the report of 
the nominating committee, which was 
as follows: President, Howard Weiss; 
vice-president, Orville R. Hagans; sec- 
retary, John Sutton; treasurer, Henri 
Grusin; and national trustee, Ed Hew- 
itt. The election of officers followed, 
and the five men named in the commit- 
tee report were unanimously chosen to 
serve for the coming year. 

C. D. Moore, Superintendent of the 
American Academy of Horology, Den- 
ver, Colo., prefaced the showing of a 
color sound film on Jeweling, produced 
by the Elgin National Watch Company, 
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Elgin, Ill., with an interesting, semi- 
technical explanation of the film. He ex. 
plained how the Government contacteg 
the Elgin National Watch Co. Research 
Department, during the war, in an ef- 
fort to discover a material good enough 
to come up to engineering Standards, 
and which could be used for bearings 
in watches. The subsequent film dealt 
with the use of sapphire for bearings, 
and showed the steps employed by EK). 
gin in developing bearings from the 
boule stage, to the finished bearing, 
This extremely interesting and informa- 
tive film, photographed in technicolor, 
was warmly received by all present, 

Fletcher Trunk addressed the meet- 
ing on the subject of “Public Relations 
and the Horological Profession.” 

James Hamilton, an instructor at the 
American Academy of MHorology, de- 
livered an address on “Scientific Tim- 
ing.” Illustrating his talk with slides, 
he clearly conveyed the outstanding 
principles relative to this type of work, 

A banquet, attended by 82 persons, 
was held in the Empire Room of the 
Shirley-Savoy Hotel, at 6:30 P. M., 
Highlight of the evening’s entertainment, 
which followed the banquet, was the 
presentation of “Time Marches On,” a 
stirring dramatization of the Horolog- 
ical Profession, offered in the manner 
of a radio program. This cavalcade of 
time, depicted mankind’s never-ceasing 
search for development and improve- 
ment of time recording devices, from 
the inception of the world, to the present 
day. 

















Members of the Master Watchmakers Association of Colorado seen at the state convention 

banquet, which was held in the Empire Room of the Shirley-Savoy Hotel, Denver, Colo./ 

November 17. Eighty-two persons enjoyed this highly successful banquet, as well as the 
entertainment which followed. 





RECENT REMODELINGS AND REMOVALS 








Prague-Kurtz Co., Inc., 711 Main St., Houston, Tex. Remodeled. 
Rogers Jewelry Co., 31 East Monroe St., Phoenix, Ariz. New Location. Pete Smolak, 


mgr. 


Martin & Krebs, 510 South Third St., Louisville, Ky. New Location. 
Perel and Lowenstein, Inc., 144 S. Main Memphis, Tenn. Modernized. 
John B. Brown, Jeweler, 33 E. Philadelphia St., York, Pa. Remodeled. John B. 


Brown, mgr. 


Barrs Jewelry, 1081 Lake St., Oak Park, Ill. New Location. 
Michael's Jewelry Store, 113 East Travis St., San Antonio, Tex. New Location. 
Bookin Jewelry Co., 217 East Main St., Ottumwa, Iowa. New Location. 


Friedman’s Jewelers, Broughton and Whitaker Sts., Savannah, Ga. Remodeled. 
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Most Credit Firms 


Observe Spirit 
Of Regulation W 


On December 1, the country’s retail 
credit jewelers began their first un- 
hampered activity as installment mer- 
chants since institution of Regulation W. 
The majority of credit jewelers were 
expected to use restraint in advertising 
terms following the amendment of the 
regulation, but overall reaction to the 
lifting of controls was not uniform. 


In the majority of cases, advertising 
practices that were used to conform with 
Regulation W were followed for the re- 
mainder of 1946, and will continue in 
some firms until February. It was dis- 
covered that competitive terms warfare 
was evident, especially among lower 
priced outlets, where there is currently 
a surplus of merchandise. Advertise- 
ments disclosed that a few jewelers were 
offering “easier terms,” some mention- 
ing no down payment. Others empha- 
sized low dollar weekly figures in their 
advertisements. 


CREDIT CONFERENCE HELD 


Easing of Regulation W, has done 
nothing to aid installment selling but 
has served to make competitive malad- 
justments worse, according to views ex- 
pressed recently at a consumer credit 
conference held in New York. About 
fifteen representatives of organizations 
interested in consumer credit attended 
the conference, including the credit 
jewelry, dry goods, banking, furniture, 
credit union and finance company fields. 


The division of opinion on Regulation . 


W which existed before the changes 
were made was evident at the conference, 
but substantial opposition was reported 
to permanent Government control of 
consumer credit. No specific action was 
taken at the meeting, which was closed 
and given over to a discussion of con- 
sunfer credit developments since the Re- 
serve Board’s new regulations became 
effective. 


CHANGES ARE MEANINGLESS 


William J. Cheney of the Retail Credit 
Institute of America stated that changes 
made in the regulations are “meaning- 
less in the long run” but they have re- 
sulted in serious competitive maladjust- 
ments. He said that there was a con- 
current belief that decontrolled lines are 
still much affected by the continued con- 
trols in competitive lines. He explained 
that, while jewelry is exempt, a deposit 
of one-third down is required on dur- 
able goods and this actually retards the 
Sale of jewelry. The customer, he added, 
has to put so much down on the durable 
goods purchase that buying power is 
used up. Moreover, he added, consumer 
durable goods have advanced in price 
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which increases the size of the down 
payment the customer has to make. 


Competitively, Mr. Cheney said, the 
situation has been made worse by the 
sale of consumer durable goods on 
charge accounts which do not require 
the down payment. Some stores, he 
stated, are setting a sixty-day limit for 
payment on such purchases, but this 
does not change the fact that installment 
retailers are required to get the one- 
third down payment. Banks making 
consumer loans for durable goods pur- 
chases are limited to two-thirds of the 
purchase price. 


With control retained on twelve major 
durable goods items, the release of 
jewelry and furs was said to free only 
two of the smallest volume lines. 


NACJ SECRETARY SPEAKS 


William Wagner, secretary of the 
National Association of Credit Jewelers, 
said the effect of the new regulations has 
been to release department stores from 
the credit restriction, but hold most of 
the specialty retail lines under control. 
Mr. Cheney added that this really sets 
up credit regulation by class of cus- 
tomers with one able to buy freely 
through charge accounts and the lower 
income group compelled to make a down 
payment or go without the purchase. 
Although jewelry is exempt, Mr. Wagner 
said, the NACJ is opposed to any form 
of credit control, permanent or other- 
wise, as “it regiments the American pub- 
lic.” Mr. Cheney expressed the belief 
that permanent credit control was be- 
ing sought as a means of control of dur- 
able goods production in order to regu- 
late the business cycle. “This cannot be 
successful,” he said. 


JEWELRY ASSOCIATIONS ACT 


When credit controls were removed, 
jewelers associations throughout’ the 
country held meetings and sent letters 
and bulletins to members urging them 
to adopt sound credit policies. The re- 
sponsible elements of the trade adopted 
and advocated policies cautioning jewelers 
against running wild in the direction of 
over-liberality regarding down payments 
and terms in their over-eagerness to 
stimulate sales. 


William Wagner, executive secretary 
of the Associated Credit Jewelers of 
New York and New Jersey, Inc., pro- 
posed to members of the association, a 
rough outline to be used as a basis for 
study in advertising of down payments 
and weekly terms by the trade. 


In place of the one-third down pay- 
ment required by Regulation W, the 
association suggested the following 
down-payment schedule: $1 on sales up 
to $15.01; $2 on sales from $15.01 to 
$24.00; $3 on sales from $25 to $39.99; 
$4 on sales from $40 to $59.99; $6 on 
sales from $60 to $69.99, and $7 on 
sales from $70 to $79.99. The weekly 
terms proposed would start at 50 cents 
minimum on sales up to $24.99. 


(Please turn’ to page 370) 











SMART 
QUICK 
ACCURATE 


BE 


USE THE 
NEW and IMPROVED 


STAINLESS STEEL 


TRIPLE 
MICROMETER 
CHECKED 








WORTH its WEIGHT in DIAMONDS 


No guesswork ... you can determine 
the weight of a diamond, loose or 
mounted in a few seconds with the aid 


of the handy book included with each 
Diamond Gage. 
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GENUINE RUBY GUARDS 
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Per Pair 


Made to 
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sizes 4-9 


GENUINE ZIRCONS 
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‘SPECIAL 


RUBY-DIAMOND MEN'S RINGS 
OVER 100 DIFFERENT STYLES 
Write for Catalog 
HOUSE OF OLAND 


Manufacturing Jewelers 
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LAPIDISTS 


Specializing in 


BUFF TOP ° FACETED 
CABOCHON 
SEMI-PRECIOUS & SYNTHETIC 
RUBIES * BLUE SPINELS 
BLUE AND WHITE SAPPHIRES 


Prompt Service 


Expert Workmanship 


EASTERN LAPIDARY, 
INCORPORATED 


Cutters of Semi-Precious Stones 


12 Old Broadway 
New York 27, N. Y. 


Telephone: ACademy 2-8297 
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Former Elgin Researcher 
Wins Student Essay Contest 


For the second consecutive year a 
student of Illinois Institute of Tech- 
nology has won the undergraduate stu- 
dent award of the American Society of 
Mechanical Engineers. 


The 1946 winner is Paul A. Thomp- 
son of Aurora, formerly of the research 
department of Sapphire Products divi- 
sion, Elgin National Watch Company, 
who will receive his honors in New York 
City the first week of December. 


Young Thompson, a junior student in 
mechanical engineering, prepared the 
prize-winning paper on “Synthetic Sap- 
phire, a New Industrial Engineering Ma- 
terial,” as a result of practical experi- 
ences with the Sapphire Products or- 
ganization. Rules of the competition 
require papers to be judged on their 
applicability, value to mechanical en- 
gineering literature, completeness, orig- 
inality, and conciseness. 


PAUL A. 
THOMPSON 


“The fact that I happened to have 
learned something about the values of 
sapphire, a product so new that dif- 
ferent commercial uses are discovered 
almost daily, helped me win the con- 
test,” Thompson stated. 

An interesting sidelight on his present 
situation is that although the Elgin Na- 
tional Watch Company supports experi- 
ments in bonding sapphire and metals 
at Illinois Institute of , Technology, 
Thompson is unable to participate be- 
cause of the heavy: study schedule of a 
junior student. 


—— 


NEW AND ATTRACTIVE 


ri Nee 


Putnam Jewelry Store, Eldorado, Ill., re- 


cently modernized the exterior and interior 

of their store. The new front features a 

black structure glass, and is equipped with 
the new concealed awning. 


MacArthur Halts the Sale 
of Royal Japanese Jewelry 


The sale or distribution of the per- 
sonal and ceremonial jewels tha 
Japanese royalty wore in Pompous 
splendor has been postponed on Orders 
from Gen. Douglas A. MacArthur yntj 
the cost of occupations and reparations 
have been fully determined, according 
to the contents of a letter made public 
recently by Pieter de Witt, jewelry col- 
lector, of 5385 Fifth Ave., New York. 

Interested in purchasing all or part 
of the jewels, de Witt wrote to Mac. 
Arthur on October 11 and received 
reply, dated November 6, and signed by 
Brig.-Gen. W. F. Marquan Marqguat, 
head of the Economic and Scientific See. 
tion, United States Army. The letter 
said in part: “When transactions of this 
nature are permitted notice will be given 
through the daily press. It is regretted 
that no more definite information can be 
given at this time.” 

Complete information about _ the 
jewels is unavailable. But pictures of 
ex-Emperor Hirohito’s wife and _ other 
women in the royal entourage show them 
wearing huge gems, in rings, on bracelets, 
in their hair and on necklaces. Many un- 
doubtedly are pearls, since pearls are 
obtained in quantity in Japan, but others 
probably are imported diamonds and 
other precious stones, it is believed. 
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CPA Releases 31 Items 
From Inventory Control 


Thirty-one consumer products and 
classes of products, ranging from oriental 
rugs to musical instruments, not in short 
supply or essential to the national 
economy, were freed from retailers’ and 
wholesalers’ compulsory inventory con- 
trol recently by the Civilian Production 
Administration. Action was taken by 
Amendment of Order L-219 and Direc- 
tion 1 of L-219, the order which limits 
receipts of certain consumer goods by 
merchants who have specified sales and 
inventories. 

For those items remaining under in- 
ventory control, CPA re-defined “con- 
trolled merchants” to include only those 
retailers and wholesalers having total 
annual sales of $400,000 or more or 
whose net cost value inventory totals 
$100,000 or more. Previously, inventory 
control affected merchants with yearly 
sales over $200,000 or inventories of 
$50,000 or more. 

Products withdrawn from compulsory 
control by CPA still may be included in 
a merchant’s controlled inventory, at 
his option, if he wants to increase the 
current inventory and _ sales volume 
figures on which future allowable inven- 
tories are computed. 

Jewelers’ products released from com- 
pulsory inventory control are: clocks, 
watches, jewelry, and silverware. 
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All rebuilt watches are 


GUARANTEED— 


Full line of Watch Cases and 
Watch Attachments. 


Tell us what you can use, or 
write for prices and list of 


available watches. 


PAUL ROSENBERG 


5 So. Wabash Ave. 
Chicago 3, Illinois 
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FOR THE MEMO PAD 


January 

6-11—Chicago Lamp Show, 
House, Chicago, Ill. 

6-11—Pre-Season Market Week Show, 
225 Fifth Ave., New York City. 

12-13—Indiana Jewelers 24K Club, 
Third Annual Convention, Antlers Hotel, 
Indianapolis, Ind. 

18-24—24 Karat Club of the City of 
New York, Annual Banquet, Waldorf- 
Astoria Hotel New York. 

20-24—Philadelphia Gift Show, Con- 
vention Hall, Philadelphia, Pa. 

26-31— Allied Gift-Jewelry Show, Hotel 
Adolphus, Dallas, Tex. 

26-31—24th California Gift & Art 
Show. Brack Shops; Brockman Bldg., 
and Merchandise Mart. 


Palmer 


February 

2-6—Canadian Jewelers Association, 
29th Annual Convention, Chateau Fron- 
tenac Hotel, Quebec, Canada. 

3-14—Chicago Gift . Show, 
House, Chicago, III. 

3-15—Merchandise Mart Gift Show, 
Merchandise Mart, Chicago, Ill. 


Palmer 








9-13—Western Gift, Toy and House- | 


wares Show, 
Francisco, Calif. 

15—Boston Jewelers Club, Annual 
Dinner, Statler Hotel, Boston, Mass. 

16—Illinois Retail Jewelers’ Associa- 
tion, Annual Meeting, Abe _ Lincoln 
Hotel, Springfield, III. 

22—Golden Roosters of Chicago, An- 


nual Dinner-Dance, Drake Hotel, Chi- | 


cago, Ill. 
24-27—Memphis Gift Show, 
Peabody, Memphis, Tenn. 
24-28—New York Gift Show, Hotels 
New Yorker and Pennsylvania, New 
York City. 


Hotel 


March 

3-7—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

16-21—Denver Gift & Jewelry Show, 
Albany Hotel, Denver, Colo. 

22—-Horological Society of New York, 
Inc., Banquet, Park Central Hotel, New 
York City. 

23—The Executive Board of Retail 
Jewelers Ass’ns. of Greater New York, 
Inc., Annual Dinner-Dance, Hotel Astor, 
New York City. 

30—A pril 3—Oklahoma Gift & Jewelry 
Show, Oklahoma Biltmore Hotel, Okla- 
homa City, Okla.. 


April 
13—Associated Credit Jewelers of 
New York and New Jersey, Inc., Thir- 
teenth Annual Dinner-Dance. 


July 
28-31—-National Association of Credit 
Jewelers, Annual Convention and Jewelry 
Fair, Stevens Hotel, Chicago III. 


August 


11-14—American National Retail 


Civic Auditorium, San | 











Jewelers Association, Annual Convention | 


and Trade Show, Waldorf-Astoria Hotel, 
New York City. 
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Watch for our new and ex- 
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You PAY LESS | 
than half that! 


Silver Shine, that super silver 
polish, puts a smile on the 
housewife’s face and a tinkle 
in your cash register. For Silver 
Shine cleans with so little ef- 
fort, leaves a hard, dry finish 
and no greasy residue to mar 
the luster. In other words it HS 
pleases—and a pleased customer cosTs YOU ONLY 
always comes back for more. $3.00 PER DOZEN 
Try it! ORDER NO. 18E265 
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Manufacturing Company 
271 AUDUBON AVE. 


Write for folder NEW YORK 32, N.Y 








Amsterdam's Asscher Works 
Visited by General Bolling 


On a recent tour of Holland, Major 
General A. R. Bolling, of Washington, 
D. C., Chief of Special Services in the 
European Theater, paid a visit to the 
famous <Asscher Diamond Works in 
Amsterdam. The General and his party 
traveled the route taken by the soldier 
visitor on this new tour operated by 
the Dutch-Allied Goodwill Committee 
and Theater Special Services. 


The group was escorted to the various 
rooms where cutting, sawing, and polish- 
ing take place as routine steps in the 
preparation of diamonds for the world 
market, by Mr. Louis Asscher, direc- 
tor of the factory. In his office he dis- 
played models of famous diamonds 
which have been cut by the Asscher 
firm, among them the renowned Cullinan 
diamond, treasure of tHe British Crown, 


Major General ‘A. R. Bolling, Chief of Spe- 

cial Services in the European Theater, shown 

on a recent visit to the Asscher Diamond 

Works inspecting models of famous dia- 
monds. 


a magnificent stone which in its rough 
state weighed 3,02434 carats. Carefully 
split by the expert hand of Mr. J. 
Asscher, the Culljnan is now two imposing 
stones, one pear-shaped, the other 
square, and has been cut into a multi- 
tude of smaller stones as well. Mir. 
Asscher also showed the visitors a 
magnificent collection of diamonds ready 
for export to the United States. 


Accompanying General Bolling on this 
tour were Mrs. Bolling; Col. Charles E. 
Hoy, Executive Officer of Theater 
Special Services of Washington, D. C.; 
Lt. Col. Ole Danielson, Chief of the 
Entertainment and Recreation Branch 
of Omaha, Nebraska, and Lead, South 
Dakota; Lt. Col. W. F. Nee, Chief of 
the Technical Information Branch, and 
Mrs. Nee, of Cambridge, Mass.; and 
Captain Joseph Walker, of Peoria, [IIl. 


G. Gran Joins Father's Business 


A. Gran, of Gran & Co., ring manu- 
facturers in Indianapolis, Indiana, an- 
nounced that his son Gustav, who recently 
returned from service in the Pacific, has 
joined the organization as a partner and 
will devote his time to sales and manage- 
ment. 


| Soviet Stone Output Seen 
In High Gear by 1950 


According to an article in the “Foreign 
Commerce Weekly” of the U. §, Depart- 
ment of Commerce, the Soviet press re- 
ports the output of the Soviet lapidary 
trust, Russkie Samotsvety, is expected 
to reach a value of 50,000,000 rubles in 
1950 as a result of renewed activity dyr- 
ing the current 5-year plan. 

This will include a large assortment 
of articles made of semiprecious Stones, 
marble, and quartz, including 25,000 
marble desk sets, 320,000 figurines, and 
10,000 desk sets made of anhydrite, 
Large ornamental pieces of jasper, por. 
phyries, and similar materials are being 
made in a factory in the Altai regions, 
This factory soon will start to cut and 
polish stone for rings, pins, and cigarette 
cases that are made in Moscow. Automat- 
ic and semiautomatic mechanical devices 
will find extensive use in the cutting and 
polishing of stones in Sverdlovsk. 

In order to provide Soviet lapidaries 
with raw materials, it is planned to re- 
sume the quarrying of speckled and in- 
dustrial jasper and augites in the Orsk : 
area (Chkalov oblast), to increase pro- 
duction of semiprecious stones in the 
Urals, and to resume the production of 
Altai jaspers, porphyries, and quartz. 

The plan for the 1946-50 period is to 
train 400 workers and 400 skilled master 
stonecutters for the industry. 











Earrings in various patterns in 14 KT 
Green and Red Gold 


St. Christopher Key—14 Kt in three 


sizes; also Bill Clips, Charms and 


Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes; Bar- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
el Novelties, including 
Vanity, Cigaraette and Card 
Cases are distinctive and 
hate sales appeal. 


CLIFFORD A. MILLER & CO., Ine. 
Manufacturers 
64 West pn Street 
New York 
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Diamond Price Drop 
(From page 355) 


diamond merchants, including import- 
ers, cutters and ring manufacturers, 
Jc-K representatives learned that four 
factors were responsible: 

(a) Cautious buying by merchants in 
all levels of the industry. Having ex- 
perienced a number of years of excel- 
lent business, members of the industry 
placed diamond orders of a far more 
conservative nature during the latter 
half of 1946. Rightly or wrongly, they 
felt they were protecting themselves by 
such a move. Although far from a 
“puyer’s strike,” inasmuch as the con- 
servative buying was an_ individual’s 
idea in every instance, the tendency re- 
sulted in one of the same effects as a 
buyer’s strike, lower prices. 

(b) 4 somewhat lower grade of mer- 
chandise on the market. New York dia- 
mond merchants admitted, somewhat 
ruefully, that good quality diamonds 
are much more difficult to obtain these 
days. Although stones currently offered 
are not, by any means, shoddy stuff, their 
quality is appreciably below that ob- 
tainable some time ago. 


(c) Greater numbers of diamond 
cutters in operation. The war caused 
a complete cessation of diamond cutting 
in Belgium and the Netherlands, and 
a transplanting of the art to Palestine 
and the U. S. With the war over, cut- 
‘ing resumed in the Low Countries but 
was not stopped altogether in the new 
cutting centers. Consequently, a higher 
amount of cut stones on the market 
was reflected in a lower price. 


(d) The economic situation in the 
U. 8S. With the total American economy 
threatened by the soft coal strike, Wall 
Street, a natural economic barometer, 
reacted unfavorably. This, in turn, 








WANTED 


Experienced 
STONE SALESMAN 


for Metropolitan New York 








Old established New York stone 
house requires top-flight salesman 
xperienced in selling precious and 
semi-precious stones. Liberal salary 
and commission to man who qual- 
ifies. Write giving full details. All 


replies strictly confidential. 


Box No. "B., 5316" 
Jewelers’ Circular-Keystone 
100 E. 42nd St., N. Y. City 17, N. Y. 
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tended to lower prices on all types of 
goods, including diamonds. 


PRICES ARE HIGH 


Virtually all diamond merchants 
queried in New York agreed that dia- 
monds were, compared with 1939, from 
four to six times higher in price. How- 
ever, it was pointed out that prices 
in 19389 were considerably deflated from 
the norm and that a comparison with 
figures for that year would be, to say 
the least, unfair. 

An interesting aspect of the diamond 
price situation is a comparison of the 
views of Sir Ernest Oppenheimer and 
the New York merchants queried by 
JC-K. Whereas Oppenheimer urges the 
trade to buy conservatively, New York 
merchants attribute the price decline, 
in some part, to the fact that the trade 
has been doing just that. 


THE OUTLOOK 


New York diamond-dealers queried by 
JC-K were almost unanimous in agree- 
ing that prices would rise in early 1947 
—most of them had already been ad- 
vised of that fact by European sources. 
Also, many stated that information 
from abroad indicated that the quality 
of stones to be received in the near 
future would be approximately the 
same as that of stones coming in during 
the past six months. 





Don't Report Price Changes 
On Decontrolled Merchandise 


Assurance that they are completely 
relieved of the job of reporting price 
changes on decontrolled commodities 
and services has been given by OPA to 
businessmen. This pleasing information 
was announced by the severely shrunken 
pricing agency because, through mis- 
understanding or lack of information, 
many businessmen have continued to re- 
port to OPA all price changes on 
various decontrolled commodities or ser- 
vices upon which they had previously 
been required to file such reports. The 
former requirements for reporting price 
changes was revoked effective Nov. 19. 

An important rule that still remains 
in effect, however, is that all producers, 
processors, distributors and other sellers 
of any commodity under price controls 
are required to keep on hand for « 
year after date of decontrol of the com- 
modity, all records, reports and other 
documents that they were required to 
maintain to the time of decontrol. 

Also, OPA has pointed out in answer 
to queries from industry, past violators 
are still subject to suit. This legal au- 
thority has been upheld by the Supreme 
Court, the agency said, in a case which 
held that, since penalties for violation 
have root in the statute and not in the 
regulation, revocation of a regulation 
does not prevent an indictment for viola- 
tion of its provisions at a time when it 
was in force. 











Peer Waterproof 
Case Plier No. 7 


This tool has been found ex- 
ceptionally practical in re- 
moving the backs of all 
Waterproof Watch Cases. 





Costs You 
Only $3.65 





BURGESS VIBRO-TOOL 


The Tool that Industry 
rates “INDISPENSABLE” 


MARKS, ENGRAVES, FILES, 
CHISELS, HAMMERS—on the hardest 
metals, glass and plastics. 


ENGRAVING JEWELRY is easy with 
the BURGESS vibro-tool. Extra en- 
graving needles, cutting knives and 
hammers are available for this tool. 


with 20 engraving 
needles 





JOS. B. BECHTEL & €0., INC. 
Wholesale Jewelers 
Established 1894 


729 SANSOM STREET 
PHILADELPHIA 6, PA. 
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Cartier Holds Gem Show 
To Celebrate Enlargement 


One of the most magnificent collec- 
tions of outstanding jewels ever as- 
sembled was put on display by Cartier, 
Inc., Fifth Ave. and 52nd St., New 
York, N. Y., on the afternoon of De- 
cember 3 at a reception and cocktail 
party tendered to the New York press 
and radio commentators. Occasion for 
the gathering was to celebrate the open- 
ing of the new enlarged showroom on 
the 2nd floor of the Cartier Building 
which have just becn opened to the 
public. 

The treasures shown, which had even 
the most blase of fashion writers and 
commentators oh-ing and ah-ing were 
worthy of the fabled hordes of an Orien- 
tal potentate. 

Prominently placed in the center of 
the handsome showroom done in the 18th 
century French period was a large show- 
case whose contents consisted entirely 
of diamond and platinum pieces of awe- 
inspiring magnificence. Especially note- 
worthy items were two diamond chokers 
of stones of impressive size and of ex- 
quisite brilliance and color. 


In one corner of the room another 
case was given over entirely to diamong 
and emerald pieces including a pendan 
with a center emerald of fabulonsg giz. 
and value. Rings, clips, brooches ang 
bracelets showing both cabochon and 
faceted emeralds of magnificent Color 
filled the rest of the case. 


Cases in two of the other corner 
were devoted respectively to simila 
showings of diamond and ruby pieces 
and sapphire and diamond pieces of 
breathtaking perfection of color anq 
size, while a fourth corner was fille 
with a case displaying strands of per. 
fectly matched Oriental pearls, 

Also shown were such things as 4 
complete dresser set with every conceiy. 
able feminine gadget in 18 karat gold, 
a bewildering array of karat gold 
cigarette and vanity cases studded with 
precious stones, and massive pieces of 
silver hollowware of exquisite design, 

While, of course, the character of the 
things that were shown necessarily would 
mean that their potential sale was lim. 
ited to a small market of the very 
wealthy, the impression created upon the 
press and radio was overwhelming and 
resulted in widespread publicity both for 
Cartier and for jewelry in general. 











Jewelers Warned Against 
Watchmaker 


Jewelers were asked to be on the look- 
out for a watchmaker fomerly employed 
by Phelps Jewelry Co., Grand Forks, 
N. Dak., who left suddenly taking quite 
a few tools and a diamond ring. Accord- 
ing to a letter received from Mr. 
Phelps, the man was described as being 
about 5 ft. 6 in. in height, weighed about 
135 pounds, had grey eyes, sallow com- 
plexion, sandy hair and had a small 
mustache. His name is William A. High 
and his social security, number is 
378-07-5421. 

There is a warrant out for his arrest 
on grand larceny. A $100 reward has 
been posted for his arrest or where- 
abouts. If anybody locates this man, they 
are asked to notify the Grand Forks 
police department and claim the reward. 
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Two honorary members were named to the 
Diamond Peacock Club at its first annual 
dinner at the Copley Square Hotel, Boston, 
November 22. They were Paul Levenger of 


Speidel Corp., and Everett M. Smith, Boston - 


newsman for the Jewelers Circular-Keystone, 
shown above standing with, left to right, 
Robert Brennan, secretary-treasurer; Vincent 
Chapman, president; and John McNamara, 
vice-president of the Club. 
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Diamond Imports 
(From page 355) 


months of 1946 fluctuated rather widely, 
from a low of 46,000 carats in January 
to a high of 185,000 carats in March, 
imports of cut diamonds remained re- 
markably steady. August was the low- 
est month for imports of cut gems, re 
cording only 44,000 carats. The highest 
carat-volume of cut diamonds was re- 
ceived in January when over 62,000 
arrived. 


Fraternity Holds Dinner Meeting 


The Psi Delta Omega, fraternity of 
the Bradley University Horology School, 
Peoria, Ill., held their monthly dinner 
meeting Tuesday, November 19, at the 
Lud Hotel banquet hall. The guest 
speaker for the evening was Dr. Frank 
D. Urie, superintendent of inspection of 
the Elgin National Watch Company, 
Elgin, Ill., and president of the Horolog- 
Institute of America. Dr. Urie 
described verbally and with a color 
sound film how jewel bearings for 
watches are manufactured of sapphires 
and rubies. He is nationally known for 
his supervision of the manufacture of 
these bearings in the United States. 
Previous to the recent war all jeweled 
bearings were produced abroad. 

President Raymond Albright presided 
over the meeting. Mr. Charles Carrier, 
the fraternity’s faculty adviser, intro- 
duced the speaker. The Psi Delta Omega 
is planning a series of similar educa- 
tional lectures and forums supplemen- 
tary to the school’s curriculm. 
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4 Samuel Steiner recently announced the 
opening of his manufacturing jewelry 
frm called Steiro, Ind, 71 Nassau St., 
New York City. The firm specializes 
‘+n diamonds and fine gold and platinum 
mountings. 
q Leo M. Levy, 55, operator of a jewelry 
store in Dunkirk, N. Y., was fatally in- 
jured when his automobile skidded and 
struck a tree recently. 
q The Comet Ring Manufacturing Co. 
has taken a long term lease on the 
entire second floor at 70-76 East Eagle 
St., Buffalo, which contains 10,000 square 
feet of space. It will be remodeled for 
the manufacture of jewelry. 
q Howard Jewelry Co., Buffalo, N. Y., 
had excellent results from a special di- 
rect mail effort on Christmas merchan- 
dise. The store sent out to a _ large 
mailing list a special catalogue fea- 
turing a wide variety of gift items. Ac- 
companying the catalogue was a “Cer- 
tificate of Credit” card for use dur- 
ing the holiday rush which certified 
that the bearer “is in good credit stand- 
ing and is to be given very special 
attention in selecting Christmas gifts.” 
A letter, signed by H. E. Howard, 
president, thanked customers for past 
patronage and announced the _ store’s 
special Christmas Club sale featuring 
more than $500,000 worth of merchan- 
disc. Mr. Howard also extended best 
wishes of the season in the letter. 
q The Mohawk Valley Watchmakers 
Guild held a dinner meeting recently 
in the Eagles Club, Utica, N. Y. Albert 
Merman was chairman. 
q The Van Ace Corporation, compact 
manufacturers, recently started in busi- 
ness at 34-35 38th St., Long Island City, 
New York. 
q Cramer’s Jewelers have opened a new 
store on Bleecher St., Utica. N. Y., 
with the entrance and front created in 
the influence of French Art Moderne. 
Full length plate glass. doors and an- 
imated window arrangements mark the 
store front. A cold cathode lighting sys- 
tem is used. At the rear of the store 
is a mezzanine arranged for display and 
sale of home appliances. The interior 
of the store features the newest pedestal 


‘display units. 


q The new Mills jewelry store has been 
opened at 2027 Main St., Niagara Falls, 
following an expansion and moderniza- 
tion program. The reopening was held 
in conjunction with the store’s 18th anni- 
versary. 

q Beir Bros. department store, Niagara 
Falls, has opened a new jewelry depart- 
ment, featuring diamonds, watches, 
jewelry and silverware. 

q The New York Chapter, American 
Gem Society held a meeting on Novem- 


FOR JANUARY, 1947 





al, YEW YORK 


ber 19, at the offices of J. R. Wood & 
Sons. There was a good attendance for 
the last of the fall meetings with a num- 
ber of new students as well as guests 
attending. Dr. Ralph J. Holmes of 
Columbia University gave a lecture on 
the atomic structure of minerals and 
their crystal forms and systems and was 
illustrated with wooden models and 
rough mineral crystals. The next meet- 
ing will be held the third Tuesday in 
January. 





New York 24 Karat Club 
Elects W. B. Ogush President 


William B. Ogush, of William B. 
Ogush, Inc., who has been vice-presi- 
dent of the 24 Karat Club of the City 
of New York, was elected president at 
the annual meeting held December 
30, 1946. 


WILLIAM B. 
OGUSH 





P. M. Fahrendorf, president and gen- 
eral manager of the JEweters’ Cir- 
CULAR-KEYSTONE, was_7 elected _ vice- 
president. 





Bickelmann Store Fifty Years Old 


The Charles Bickelmann Jewelry 
store, 255 State St., Schenectady, N. Y., 
recently celebrated the opening of its 
50th Christmas season at its present 
location. Originally opened in 1892 by 
Charles Bickelmann, Sr., at 303 State 
St., the store was moved to 255 State 
St. in 1896. The store has remained al- 
most unchanged in its 50 years of busi- 
ness, according to Mrs. Charles Bickel- 
mann, Jr. Upon the death of Charles 
Bickelmann, Sr., in 1934, his son, 
Charles, Jr., assumed ownership of the 
store. When Charles, Jr., died in April, 
1940, the store was passed on to his 
widow. 

John Wilde of 714 Brandywine Ave., 
has been with the store for the past 40 
years as a watchmaker. The Bickelmann 
store provided the clocks for the county 
courthouse and the synthetic stones for 
the General Electric Tower of Jewels 
at the San Francisco Exposition after 
the last war. 


“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Lis YRrislic VO 


65 NASSAU STREET NEW YORK 











BEAD SPECIALIST 
All kinds of Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 


Selections em request te respoasible Jewelers 
Neeklaees lengthened and restrung 


DOUBRAVA CO. 
12 John St., New York City 
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NECKLACES AND LOOSE PEARLS 
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ATTENTION 


MANUFACTURERS & JOBBERS 
Depend on us to do your contracting 
Our specialty Is Ladies’ & Gents’ 
Cast Rings and diags 
Prompt and Courteous Service 


SUPERIOR JEWELERS 
170 East Sst St. New York 22, N. Y. 








ETERNA WATCH COMPANY 
OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 








SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 








PLATINUM CASTING 
Specializing in Ring Mountings 
CLEANER RESULTS 
Filing and Polishing if Desired 


HARMONY JEWELERS 
60 Branford Pi. Newark 2, N. J. 
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EMBLEM RINGS 





Complete assortment Mason, 
Elk, Eagle, Moose, Oddfellow 
and K of C rings. 


GEORGE BLADEN, INC. 
RINGS 


614 Lafayette Bidg. Buffalo 3, N. Y. 


Samples sent to reliable Jewelers on request 








DIAMONDS-ALL SIZES—ALL SHAPES 


Small rough diamonds 
for inexpensive Jewelry. 
Single cuts from % to 4 
pointers. 


Full cut from 4 to 10 
points. Also sizes from 
1@ pts. to 2 carats each. 


Finest polishing from Palestine and 
Belgium. 
Please ask for price Kst 


H. SORIN 


New York 19, N. Y. 
LOngacre 5-3672 
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Manufacturers of 








32nd DEGREE RINGS 
MASONIC RINGS 
EASTERN STAR RINGS 


546 S. Meridian St. « Indianapolis 4, Ind. 











REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED i910 


M. J. STERN 
61 Beekman St. New York City 
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Regulation W 
(From page 363) 


Mr. Wagner pointed out that the 


proposed schedule is just a suggestion . 


for advertising. He also declared that 
any impression that Regulation W has 
been eliminated from the jewelry field 
“once and for all” is erroneous. “Reg- 
ulation W can be amended tomorrow 
to reinstate credit controls over jewel- 
ry sales and this can be done by the 
Federal Reserve Board without consult- 
ing any one,” he warned. 


INDIANAPOLIS TAKES ACTION 


In Indianapolis, all major jewelry 
firms who advertise credit terms were 
represented at a meeting and unani- 
mously decided that it was good business 
and sound advertising practice to adopt 
the following policy for local jewelers: 

(1) Voluntary continuation of Reg- 
ulation W terms in newspaper adver- 
tising, direct mail advertising, window 
advertising, radio advertising, and all 
other forms of advertising. 

(2) Voluntary continuation of Regu- 
lation W terms on “inside the store” 
operation so long as such terms seem 
practical to the individual management 
of each store. 

(3) The full cooperation of each 
store for an indefinite period on the 
above advertising policy until such time 
as any store proprietor or manager be- 
lieves that he must change his adver- 
tising policy, at which time he will state 
his intention to change and will call for 
another meeting of this group before 
making the move. 

The meeting proved that when there 
is a job to be done that will benefit the 
whole business community, all stand 
ready to work together. 





A STRIKE AHEAD! 





That gleam in the eye of Fred Bird, trea- 
surer of the Massachusetts & Rhode Island 
Retail Jewelers Association for the past 18 
years, means that another strike or two, 
with a few spares thrown in for good mea- 
sure, is definitely assured the E. B. Horn 
Company's team on which this young "old- 
ster" rolls in the Boston Jewelers Bowling 


Club League. 





New York Horological 
Plans Banquet in March 


The Horological Society of New York 
recently held its last meeting in the 
Proctor auditoriums before moving to 
the Grand Opera House on West 28rd 
St., New York. 

Mr. James J. O’Shaughnessy openeg 
the meeting and welcomed many new 
members. He announced that plang fo; 
a gala banquet to be held on Mareh 
22, 1947, at the Park Centra] Hotel, 
New York, were completed. The affair 
will feature an entertaining floor show, 
distribution of a number of door prizes 
and souvenirs, in addition to the dinner. 

Henry B. Fried, executive secretary, 
spoke of the legislative aims of the Sp. 
ciety and urged the formation of a com- 
mittee to study prospective legislation 
and urged the cooperation of other or- 
ganizations towards this goal. He also 
spoke of plans for future meetings which 
included educational lectures of great 
interest by eminent horologists. 

Mr. Sayles, dean of the Metropolitan 
Training Center, then spoke of the plans 
of his school in opening up classes in 
watchmaking. He asked the aid and co- 
operation of the Horological Society of 
New York and suggested that this or- 
ganization render criticism of its course 
of study and possibly serve in an ad- 
visory capacity. 

Mr. A. L. Rawlings, author of the 
book, “Science of Watches and Clocks” 
gave a short lecture upon an unusual 
timepiece with two separate trains with 
sweep second hand that advanced com- 
plete seconds at each progression. Mr. 
Rawlings, internationally known for his 
scientific contributions to horology and 
navigation, spoke of his efforts to make 
the watch keep time. 

Following Mr. Rawlings’ talk, atten- 
tion was turned to a sound color film 
produced by the Sapphire Products Di- 
vision of the Elgin National Watch Co. 
The film told a most detailed story of 
how a complete balance hole jewel bear- 
ing is made starting with the mixing 
of the various grades of diamond 
powders and finally concluding with the 
finished jewel. The film also described 
the other sapphire products of this com- 
pany. 

Other features of the meeting were 4 
display of new lathes and attachments 
by W. Hoffsomer, a member. A few 
members were fortunate and held lucky 
numbers in the drawing for tools. Visit- 
ing horologists are welcome at meetings. 
Correspondence should be addressed to 
executive secretary, Henry B. Fried, 
B.H.S.T. Annex, 122 Tillary Sts., Brook- 
lyn 1, N. Y. 
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880 5th Ave. 


WATCH ATTACHMENTS 


14 K. GOLD 
POPULAR PRICES 
Immediate Delivery 


Sy enie ewe lny Ca 


New York 19, N. Y. 
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Dallmeyer Junior Joins Pa 
in Jefferson City Business 


phil A. Dallmeyer, Jefferson City, Mo., 
jeweler recently announced that his son, 
Phil A. Dallmeyer, Jr. has become a part- 
r in his jewelry firm. 
Phil, Jr., enters a well established 
business, built from little more than a 
hole in the wall on Madison Street to 
one of Central Missouri’s outstanding 
jewelry stores. In 19138, Phil, Sr., set 
himself up in a modest little store. All 
he had was a pretty good education and 
kit of repair tools. He launched his 
business with the arresting slogan, “we 
fx old timers.” Two years later he 
bought the fixtures and stock of Guyots, 
the oldest jewelry store in the city. 
About that time he also married Bertha 
Caroline Natsch on January 9, 1916. 

During World War I, Phil, Sr., spent 
considerable time in the service. Dur- 
ing his absence, the store continued to 
prosper under the arrangement of Mrs. 
Dallmeyer and his father, the late R. 
H. Dallmeyer. Mrs. Dallmeyer has becn 
associated with her husband in the busi- 
ness continuously since that time. In 
1940, Mr. Dallmeyer acquired the build- 
ing at 223 E. High Street from Eugene 
Clibourne and remodeled, refurnished, 
and restocked it. 


Phil, Jr.. was a former Marine flier 
who engaged in fifty-five combat mis- 
sions. He equipped himself for peace- 
time pursuits by studying gemology 
while serving Uncle Sam. He was born 
January 30, 1923. He went to school 
in Jefferson City and later to college. 
When the war broke out he was one 
of the first in the service. He entered 
the navy as a flier and transferred to 
the marines. He was commissioned a 
second lieutenant in the marines but was 
a captain when he was discharged in 
March, 1945. He was first decorated 
for service on the Japanese held island 
of Mill and again for combat service 
He received a gold star in lieu of a 
second air medal for valor. He is mar- 
ried and his wife is the former Miss 
Joyce Robinson of Ottumwa, Iowa, 
whom he married on July 25, 1946. 
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ED-MAR 
Cnystal & Jewelry Co. 
WATCH CRYSTALS 


All Types and Shapes 


24 HOUR SERVICE 
Orders promptly filled 


Also Dealers in Swiss Watches, Rings 
Metal and Leather Wrist Straps 


YN S01) Oe || 


WAlnut 2-5469 
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First Wisconsin Girl Passes 
State Watchmaker Exam 


Eileen Woeckner, a 1946 graduate of 
Elgin Watchmakers College, has become 
the first woman to pass the Wisconsin 
state board examination for watch- 
makers, according to a recent announce- 
ment. 

Miss Woeckner is employed in the 
business of her father, Albert F. Woeck- 
ner, at Neenah, Wisc. She is one of 36 
students, including four other women, 
given watchmaking certificates at the 
Elgin college last July. 

Wisconsin enacted a law in 1937 re- 
quiring applicants to pass the state board 
examination to earn a license as watch- 
maker but Miss Woeckner is the first 
woman to meet the test. Other women 
watchmakers in the state are “holdovers” 
who were in business when the legisla- 
tion became effective. 





Eileen Menasha, Wisconsin, 


Woeckner, 
passed the state board examination and 
is the first Wisconsin girl licensed as a 
watchmaker. She is employed by her father, 
Albert F. Woeckner, in Neenah, Wisconsin. 





Palestine Diamond Industry 
Shows Slight Decline in '46 


During the past few months consider- 
able difficulties have developed in the 
Palestinian diamond industry, which was 
built up during the war. In the past 
year 4,500 workers were employed in the 
industry, and exports of diamonds 
reached £7,000,000 in 1946, as compared 
with £6,000,000 in 1945. 


The reason for the recent decline in 
the Palestinian diamond industry is to 
be found in the unsettled American 
stock market. The U. S. receives the 
majority of Palestine-cut diamonds. A 
further reason is the beginning of sharp 
competition on the part of European 
diamond exporters. 


The delegates of the Executive of the 
Jewish Agency, Dr. Schmorah and G. 
Meyerson recently held a number of con- 
ferences in Tel-Aviv with leaders of the 
Diamond Manufacturing Association to 
discuss new problems faced by the in- 
dustry. 
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ENCRUSTERS 
STONE ENGRAVERS 


Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York 7, N. Y. 
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PRECISION 
CASTING 


Large selection of 
Models for all types of 
Gold & Platinum Rings 


Arrangements made 
for Finishing Work 


Good Work at Reasonable Prices 


HARRY KOPPEL 


105 West 47th St. New York 19, N. Y. 
BRyant 9-4384 

















ERK-UP 
PAID-UP ACCOUNTS, 
WITH A FREE GIFT 2 


Reopen worthwhile accounts with this 
simple, inexpensive method. Offer 
your customers an enticing FREE GIFT 
by mail, and watch them crowd into 
your store to collect it. 

For immediate delivery, we can supply 
you with many persuasive account 
openers for only 25¢-35¢ each, includ- 
ing the literature used in the mailing. 
These tempting FREE GIFTS serve not 
only to bring customers into your store, 
but your customers take away with 
them your imprinted advertising mes- 
sage and the good will of your store. 
Right now, send for this sure-fire busi- 
ness building plan and for FREE 
samples. 


VICTOR E. LEDERER CO. 


125 WEST 33rd STREET, NEW YORK 1, NEW YORK 
(TERRITORIES FOR SALESMEN) 





GIA Students Hold Two Meetings 


The Central New England Study 
Group of G.I.A. Students held their last 
two meetings of 1946 on October 15 and 
November 22. 

The October gathering was held at 
the Roger Smith Hotel, Holyoke, Mass., 
where after a delicious dinner, an in- 
teresting meeting took place conducted 
by Ernest Hills, C.G., and Orlando S. 
Paddock, C.G. The general discussion 
concerned the crystal structure of min- 
erals, including the six crystal systems, 
followed by a series of colored slides 
projected on the wall showing gem 


stone inclusions, with accompanying dis- , 


cussions on these inclusions as a means 
of identification. 

The November meeting took place at 
the City Club, Hartford, Conn., and once 
again a good meal was enjoyed. Follow- 
ing this all students went to work identi- 
fying various unknown stones using a 
diamond balance equipped to determine 
the specific gravity of gem-stones, a dia- 
mondscope, refractometer, polariscope 
and dichroscope. Once again Mr. Hills 
and Mr. Paddock instructed the various 
vounger students in making these tests; 
to whom this instrument practice was 
most beneficial and educational. 





Industry Tax Committee 
Sees No Immediate Relief 


The latest developments in connection 
with recent statements that tax reduc- 
tions may be expected in the near future, 
are being actively followed-up by Walte; 
N. Kahn, Chairman of the Jewelry In- 
dustry Tax Committee. P. Irving Grin. 
berg, executive vice-chairman of the 
Jewelers Vigilance Committee, ang 
Hugh M. Bennett, special tax counsel, 
recently visited Washington and stated 
that indications point to the fact that 
while Congress may consider some re. 
vision in taxes shortly after convening, 
the general concensus of opinion seems 
to be that such a bill would be known 
as a “quickie” and that discussions would 
be limited to a possible reduction in jp- 
come tax rates. 

It was pointed out that the matter 
of excise taxes would undoubtedly be 
considered when the entire tax revision 
matter is brought before Congress, It 
does not seem likely that a bill of this 
kind will be presented before late in 
the spring. This would mean that, if 
any reduction in the jewelry excise tax 
rates were enacted, it crtainly would not 
become effective before July 1, 1947, 











IMPORTED RHINESTONES, 
FANCY-CUT OVALS, OCTAGONS, 
ROUNDS AND GLASS BEADS, ETC. 


Also 
Special Packages 


Rhinestones 


Pkg. #1—Small White Mixture... ..$1.50 
Pkg. ##2—Large White Mixture... .$2.00 
Pkg. #3—Small Colored Mixture... .$1.50 
Pkg. #4—Large Colored Mixture. .. .$2.50 


Please send check with package order 


TOMKINS BROTHERS 
106 Fulton St. New York 7, N. Y. 








100 SURPLESS GOLD CROSSES 
Beautifully Executed 
in 14Kt. Pink and Yellow Gold 


Reasonably Priced 
Write for further particulars 


B. PEREIRA, INC. 


22 W. 48th St. New York 19, N. Y. 
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Karlan & Bleicher Hold Luncheon 
To Celebrate 20th Anniversary 


To celebrate their twentieth business 
anniversary, the well-known ring find- 
ings firm of Karlan & Bleicher, Inc., 
of 188 West Fourth street, New York 
City, gave a gala luncheon and enter- 
tainment Saturday afternoon, December 
23, in the grand ballroom of the Hotel 
New Yorker. Sharing honors was a 
group of ten employees who have re- 
turned to their jobs from service in 
World War II, and also a group of 12 
new employees who served in the war. 
Included in the former were the sons 
of the two partners, William Bleicher, 








son of Mrs. Blanche O. Bleicher, and 
Walter Karlan, son of Jacob Karlan. 


Guests at the celebration included en- 
ployees, business associates, and friends 
of the partners. During the afternoon, 
the employees presented the firm with 
a handsome bronze plaque inscribed in 
recognition of “fairness, consideration, 
and encouragement,” and an illuminated 
testimonial scroll was given to the part- 
ners by their respective sons. 

Following the luncheon, there was 
dancing and an entertainment presented 
under the direction of the composer, 
Sholom Secunda, long-time friend of 
Mr. Karlan. 


Shown at the luncheon in honor of the twentieth business anniversary of the ring firm of 
Karlan & Bleicher, Inc., held December 23, at the grand ballroom of the Hotel New Yorker, 
are left to right: Rev. Paul H. Callendar; Mrs. Woods, mother of Mrs. Bleicher; Mrs. Blanche 

: O. Bleicher; Mr. Jacob Karlan and Mrs. Karlan; and Rabbi J. Maccoby. 
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Articles of jewelry suitable for Christ- 
mas presents were in such small sup- 
ply in Britain that it was practically im- 
possible to meet anything but a 
fraction of the yuletide demand. The 
retail jewelry trade throughout the 
U. K. was very busy right up to Christ- 
mas day but bulk sales had to be con- 
fined to “near jewelry” and accessory 
lines owing to the dearth of the real 
thing which is what the peng 
public wanted. 

Commenting on the scarcity of suit- 
able jewelry in whatever price range 
asked for a member of Backes & 
Strauss, Holborn Viaduct gem deal- 
ers, said: 

“Strangely enough the scarcity was 
most noticeable in the lower price 
range up to 150 pounds sterling, and 
again in the richer pieces of 1,500 
pounds sterling, and upward.” as 
regards the end-of-the-year market 
in diamonds, the firm says’ there 
was a_ general quieting down of 
demand in the Antwerp market—a sea- 
sonal tendency. The result: one occa- 
sionally picked up a bargain in melees 
or smalls from any cutter or merchant 
anxious or forced to sell, although there 
was no easing in prices for any article 
specially in demand. 


ORDERS FROM AMERICA 


As soon as orders arrive from Amer- 
ica in January, especially if the Christ- 
mas trade was satisfactory, there is 
no doubt that stocks on the Antwerp 
market will be readily absorbed. Re- 
verting to the situation in the U. K. 
unless and until the Chancellor of the 
Exchequer can be induced to reduce 
purchase tax very considerably from its 
present high figure (and of this there 
seems to be no present likelihood) so 
long will salable second-hand pieces 
continue more and more nearly to ap- 
proximate to the price of the same 
pieces newly-made in the workshop with 
purchase tax added. 

British horologists are examining re- 
ports from Berne that a new kind of 
Swiss watch in which steel ball-bearings 
1/10th of an inch in diameter replace 
the conventional jeweled movement will 
be coming on to the market in 1947. 

That the British jewelry and silver- 
ware industry would not be an easy 
one to organize either by nationaliza- 
tion or by any other method of central- 
ized government control in the view of 
the working party appointed by Board 
of Trade Chief, Sir Stafford Cripps. 
This, the sixth working party to issue 
its report (others have dealt with pot- 
tery, furniture, cotton, hosiery and boots 
and shoes) also condemns the 100% 
purchase tax—a direct challenge to the 
government and a confirmation of jewel- 
ers’ contention that a reduction of 
33 1/3% in this tax likely would bring 
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in more revenue than the present 100%. 

One result of this tax is that a small 
but important industry has been driven 
“underground” just at a time when it 
should be putting its somewhat untidy 
house in order. Cripps’s investigators 
say the jewelry and silverware industry 
must maintain its proper place in the 
national economy by its own worth and 
largely by its own effort. Failing this, 
and it continues to exercise as _ little 
control over its own destiny as in the 
past, it apparently has an extremely 
unprosperous and precarious future be- 
fore it. In fact, as an industry of any 
size or importance it would be doomed. 

The working party prescribes’ the 
essential medicine: 


THE WORKING PARTY 


The establishment of a federation or 
association, capable of planning, with 
all firms making a compulsory contribu- 
tion. Its work would be the promotion 
of factory and workshop re-equipment 
and the greatest possible production 
from available labor; the improvement 
of working conditions, training and re- 
cruitment; market research promotion 
and the handling of price-cutting meas- 
ures in slump periods. 

The establishment of a Jewelry and 
Silverware Advisory Board embracing 
employer and trade union representation 
as well as independents, to act as liaison 
between the industry and government. 
Its functions would be to review the 
question of purchase tax, deal with labor 
turnover and handle matters relating 
tc the import of raws and industrial 
rejuvenation. In short: one organiza- 
tion would plan the remedies and the 
other would put them into effect. 


PURCHASE TAX 


There is little doubt, according to 
the government’s working party, that 
the purchase tax has contributed sub- 
stantially to the encouragement of a 
flourishing black market in fine jewelry. 
Skilled workers are constantly leaving 
established firms to set up their own 
businesses making high-priced jewelry, 
which is disposed of for cash at inflated 
prices and in a way which avoids pur- 
chase tax. Workers producing for the 
black market may be getting very good 
meney but they are frequently working 
under conditions that make production 
very inefficient and which are utterly 
unhealthy. There is a strong tempta- 
tion for less responsible traders to con- 
duct transactions for cash without book 
entry; they deal in so-called secund- 
hand goods that do not bear the tax. 

Urging a lower duty on jewelry the 
working party says: “If purchase tax 
is to become a regular item in the coun- 
try’s revenue-producing taxation sys- 
tem, it is essential that its incidence 
on jewelry and silverware should be 
contrived with wisdom.” It suggests 
that a committee representative of the 
industry and the government should be 
set up to advise on purchase tax. 
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HAVE YOU 
WATCH REPAIR 
HEADACHES ? 


We are in a position to give you 
excellent service and good work- 
manship at moderate prices. 


We have been serving the trade 
since 1922. You have our guaran- 
teed assurance of a perfect re- 
pair for every job mailed to us, 
and we will assume the responsi- 
bility thereafter. 


All you do is mail us your orders 
and we will return them immedi- 
ately upon completion. 


your decks for bigger business. 


NATIONAL 


WATCH REPAIR SERVICE 
150 NASSAU ST., NEW YORK 7, N.Y. 


this headache. Clear 
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Craftsmanship at its Best” 


LARRICK & MALKIN 


10 West 45th Street, New York 19, N. Y. 


















m WATCHMAKING @ 


Construction, repair, adjustment 
New Complete Practical Course in Horology 





We supply tools, materials at lowest cost 
Please request price quotation on specific one 
of interest. We carry complete sets of TOOLS and 
MATERIALS for Santee and Practical Repair- 
men. MODER folde 

DERN TECHNICAL BOOK CO. 
Dept. McK. 55 W. 42nd St., New York 18 

















For beginners and profes- 
sional repairmen. All essen- 
tial steps. Theory, opera- 
tion. Many test cases. Full 
coverage of tools, mate 
rials. Fully illustrated. 
Only $2.75 postpaid. Money 
back guarantee. 








We specialize in all books on 
Watchmaking, Jewelry, Metal- 
craft. 


Gems. Free catalogue. 

















ALL YOUR NEEDS UNDER ONE ROOF 





WE CARRY A COMPLETE LINE OF: 





Send For 
Our 
Catalog 
* 
Our Prices 
Are 
Right 


M. HARRIS, Wholesale Jeweler, 124 Hester St., N.Y. 


Jewelry findings 
Jewelers and Watchmakers tools 
_— cases and dials 

Spring rin : & sister hooks 
Ring gua 
Ear Wires, ‘Sterling or Gold 
Sterling charms 
A full line of jewelry 
Polishing materials 
Leather & metal watch attch'ts. 








373 











cunt M "7 | OD 


ged yoo! e wy and EF 


a 






Sold enly direst te Retailers 
WELLS MFG. CO.., ATTLEBORO, MASS. 
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NICKEL SILVER 


PHOSPHOR BRONZE 


THE SEYMOUR MEG. CO 


SFY VOR, CONN. 


















pa Freight prepaid in 
/a the United States 
Zin specified mini- 
4 mum lots. 


” TAUNTON, MASS. 


A superior polish & 

- made by silver- & = 
smiths for jewel-F 
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REED & BARTON 





Somes 
14 kt. Goid on Sterling and 
STERLING SILVER JEWELRY 
wlolioMmchia-lammicna-Sielll-la: 


W.E. RICHARDS CO. 


ATTLEBORO, MASS 





FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 
REPRODUCTIONS 


mY Se 
gicriazo DIMES co. 


72 K. STREET 
BOSTON, MASS. 















NC 
SILVER COMPANY 
Providence Rhode Island 











GEMOLOGY—DIAMONDS 


The only complete course in gemology, 

the science of all gem stones. 

Special courses in diamonds. Courses 
all jewelers’ merchandise except 

watches. 


GEMOLOGICAL INSTITUTE OF AMERICA, Ine. 
Dept. J-1, 541 S. Alexandria, Los Angeles 5, Callf. 
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q Mrs. Lillian Hayes, who has been as- 
sociated with her late father, Robert T. 
Johnston, in Room 405, Jewelers Build- 
ing, for the past 14 years, plans to carry 
on the business, and has associated with 
her Mrs. Laura Cutts. 

q John E. Palmer, formerly of Gardner, 
Mass., and Claremont, N. H., has opened 
a new store in Newport, N. H. 

q Conrad St. Pierre, Hanover, N. H., 
jeweler who has been ill for some time, 
has been advised to take life a little 
easier—which he is doing. 

q Alert to the opportunity, Ernest Da- 
vignon of A. Davignon and Son, Holy- 
oke, installed his own power plant when 
the recent strike of soft-coal miners 
brought orders to “brownout” all stores 
in that city. The Davignon store was 
the only jewelry firm in Holyoke whose 
sign glowed on the very dim Main 
Street. 

q R. W. Nathan, for many years the 
so-called “Mayor” of the third floor in 
the Washington Building, slipped on the 
stairs of his home recently and broke 
two bones in his instep and chipped an- 
other. “Mayor” Nathan is now caring 
for the needs of his constituents while 
hobbling around on crutches. 

q Out-of-towners glimpsed recently in 
Boston jewelry circles included: Emil 
Langlois of Berlin, N. H.; E. J. 
“Jockey” Johnston of Caribou, Maine; 
Mrs. Maurice J. Downing, Newport, 
N. H.; Mr. and Mrs. John E. Palmer 
of Newport, N. H.; Harry J. Gammons, 
Southbrige, Mass.; George A. Lake, Fall 
River, Mass.; James R. Kay, Lawrence, 
Mass.; Ralph Gilchrist, Haverhill, 
Mass.; Earle K. Howe, Sanford, Maine, 
and Ed Beaulieu of George T. Springer 
Co., Portland, Maine. 

q Ben Tilley, arrested in Boston recent- 
ly, was head of the notorious Tilley 
Gang which made the $100,000 jewelry 
haul this last summer in Hot Springs, 
Ark. Tilley had been arrested previ- 
ously 48 times. Bail was set at $20,000. 
q Louis and Harry Goldberg, proprie- 
tors of the Back Bay Jewelers, moved 
last month from their old location at 
230 Massachusetts Avenue to a new 
store just two doors away, with larger 
quarters and entirely modern in every 
respect. 

q Bernie Smith of Smith & Zaff, Jewel- 
ers Building, was on a trip through New 
York State and Ohio during December. 
q A. Thomas Baker, proprietor of 
Baker Jewelry Store, Norwood, Mass., 
was married recently. 

q A new retail store opened this last 
month in Room 437 of the Old South 
Building, 294 Washington Street, Bos- 
ton. Operating it are Louis Amoroso, 
formerly associated with Alfred De- 
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Scenza in the Jewelers Building; Elmer 
Menard, formerly in the radio business; 


and James McConnell. The firm is 
known as Amoroso, Menard & Me- 
Connell. 


q Jewelers in both the retail and whole- 
sale sections “rang the bell” jin the 
Greater Boston “Red Feather” (Com- 
munity Fund Drive which closed in De- 
cember, each group oversubscribing its 
quotas. 

q Anne Flaherty is the new receptionist 
behind the new desk just outside the 
elevator doors in the newly arranged 
suite of D. C. Percival Company in the 
Jewelers Building. 

q D. C. Percival & Co., during the rush 
Christmas season, remained open on Sat- 
urdays during December until 1.00 p.m., 
resuming their regular closing all day 
Saturdays after the holidays. During 
the parcel post and freght strike-im- 
posed restrictions, Lee Ernst of this 
firm, who during the war served with 
the Navy Air Force, made plans for 
chartering a Wiggins plane and flying 
to Lancaster, Pa., for the snipment of 
Hamilton watches held up there. For- 
nately, the embargo was lifted—but the 
D.C.P. Company was ready. 

q Although not himself a jeweler, Louis 
Drouin, barber, was one of the oldest 
tenants in the Jewelers Building, and 
for years most of the men in the build- 
ing went to him for their haircuts. He 
never had a razor in the shop. Louis 
died November 21, after 52 years in the 
building. Herbert Stranger, who occu- 
pies quarters next door, already has an 
option on Room 305, and plans expan- 
sion when the estate is settled. 

q Roy Allain of Rochester, N. H., has 
opened a new store in that city. 

q Clifton B. Lund, 222 Clarendon St, 
Boston, has taken on a new student- 
watchmaker, Frank Johnson, former G.I. 
q Mrs. Fred N. Gassett in Bridgewater, 
Mass., is carrying on in the same store 
location occupied by her late husband. 
q The Board of Directors of the Bos- 
ton Jewelers Club has appointed ticket, 
dinner, and souvenir committees to han- 
dle plans for the annual banquet to 
take place this year at the Hotel seaescs 
on February 15. 

q Two members of the staff of the Tre- 
fry & Partridge store, William Part- 
ridge and Wendell Hayes, both G.I. 
veterans, are taking the ‘“on-the-job- 
training” course in gemology at the 
Eastern Guild of the American Gemo- 
logical Society. This organization held 
its January meeting at the Boston City 


Club, with Prof. Frederick K. Morris 


of Massachusetts Institute of Tech- 
nology presiding. 
q Swartchild & Co., 502-5 Washington 
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‘ding, recently enlarged the recep- 
oicaie in this branch, doubling the 
area for customers. Mr. Robert K. 
Swartchild returned to Chicago after 
spending 4 few weeks at the Boston 
9 W. Nathan, “Mayor” of Wash- 
ington Building’s third floor, has a new 
office worker in Marion Armstrong. 

Harold Trachtenberg of Harry Par- 
ritz & Brother, Washington Building, 
made a flying trip to New York in 
December to celebrate his birthday and 
to look in on that city’s jewelry circles. 
q The Sidney Fisher & Brother firm, 
906 Jewelers Building, has just added 
a large and attractive wall case for the 
display of a growing stock of sterling 
silver hollowware. 
¢ Sidney Geller, formerly with the Key- 
stone Manufacturing Co., Boston, has 
just joined the ring firm of Nathaniel 
I. Goodman, Inc., in the Jewelers Build- 
ing, as salesman. 





q Henry R. Arnold, 905 Jewelers Build- 
ing, paid an extended visit to his son 
Norman in Atlanta, Ga., during De- 
cember. 


q About 50 employees of I. Alberts’ 
Sons, Inc., with their friends, attended 
a stag party on December 4 in honor of 
Jack Cohen, head shipper, who was mar- 
ried on December 30. The party took 
place at the Copley Square Hotel, and 
Jack was given a $180 Hamilton strap 
watch by his friends. 


q New fluorescent lights have been in- 
stalled in Glaser Brothers, Inc., and 
new desks and office furniture is re- 
ported on the way. 


q Welcomed back to the Mauran Watch 
Co., Inc., Jewelers Building, after an 
eight-weeks absence during which she 
underwent an operation at the New 
Haven Hospital, New Haven, Miss Ma- 
bel Sterling had her usual bright and 
cheery response for all well-wishers. 








Diamond Peacock Club 
Hold First Annual Dinner 


Some fifty members of the Diamond 
Peacock Club gathered for the first an- 
nual dinner-meeting and election of offi- 
cers of this new fun organization at the 
Copley Square Hotel, Boston, on No- 
vember 22. Re-elected to office were: 
Vincent “Vin” Chapman of the Jewelers 
Board of Trade, Providence, president; 
John McNamara of the E. H. Saxton 
Co., Boston, vice-president; and Robert 
“Bob” Brennan of the Speidel Corp., 
Providence, secretary-treasurer. Named 
to the board of directors were: Robert 
Abbott of Wood-Abbott Co., Lowell; 
Michael Mahar of Mahar & Engstrom, 
Boston; Bernard Smith of Smith & Zaff, 
Boston; Arthur Wright of Wolfsheim & 
Sachs, Inc., Boston; Henry R. Arnold 
of Boston; Daniel Curran of Boston; 





and Bert Dehlin of Handy & Harmon, 
Inc., Providence. 

Membership of 77 was reported, and 
the following were named to the new 
membership committee: Robert Abbott, 
representing the retailers; Bert Dehlin, 
the manufacturers; and Mike Mahar, 
wholesalers and jobbers. Plans were 
made to hold a second dinner meeting 
early in 1947. Named to the dinner com- 
mittee were: William Selbery of Elgin 
Watch Co. and David Percival of D. C. 
Percival Co. William Murray of Jewel- 
ers Building, Boston, and Harold Hughes 
of the J. A. Foster Co., Providence, were 
named on the initiation committee. 

At the meeting, two names were pro- 
posed and voted on unanimously for 
honorary membership in the Club: Paul 
Levenger of Speidel Corp. and Everett 
M. Smith, JEweters’ Circutar-KeEyYstTone 
correspondent for Greater Boston and 
northern New England. 





Seated at the head table at the Diamond Peacock Club Dinner, held November 22, at the 
Copley Square Hotel, Boston, are left to right: John Peterson, Peterson Associates, Need- 
ham, Mass.; Robert Abbott, Wood-Abbott Co., Lowell, Mass.; Arthur Wright, Wolfsheim & 
Sachs, Inc., Boston, Mass.; Robert Brennan, Speidel Corp., Providence, R. |.; Vincent Chap- 


man, Jewelers Board of Trade, Providence, R. 


l.; John McNamara, E. H. Saxton Co.; 


Michael Mahar, Mahar & Engstrom; Bernard Smith, Smith & Zaff; Henry Arnold, and 
Daniel Curran, all of Boston. 
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Never Forget... 


"ENGEL SERVICE IS 
AT YOUR SERVICE" 


the year ‘round. 


. For prompt shipments 
from complete stocks, always 
"Write to Engel First" 


WELA VE! HEBEL 
BALTIMORE 1, MD. 














q Last month Frederick C. Woody, 
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COMING 


21 W. BALTIMORE ST. 
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Nashville, Ga., jeweler, moved his busi- 
ness into a new concrete block building 
located on West Marion Avenue. 


q Maier & Berkele, Inc. Atlanta, 
Georgia, jewelry concern, has opened a 
new gift store at 695 Peachtree Street 
in Atlanta known as Maier & Berkele, 
Inc., Charles Willis, Associate, the shop 
is said to be the first in the South com- 
bining an ultra-modern interior with 
traditional Chinese influences. Nine little 
gift shops are featured, and are called 
the Silver Crystal, Accessory, China, An- 
tique, Baby, Linen, Men’s and Gift Shop. 


q A survey at the Georgia State College 
for Women at Milledgeville, Ga., brought 
out the fact that lockets are the most 
popular piece of jewelry with the girls. 
This article of jewelry has a new vogue 
among modern students. Lockets rank 
next to pearls as girls’ favorite jewelry, 
according to the survey. ; 


q The watch and clock repair shop of 
Will Owens of Baldwin Station, South 
Carolina, was destroyed by fire Novem- 
ber 4. Explosion of an oil stove started 
the blaze. 


q Arthur A. Everts was honored with a 
surprise banquet on November 7 at the 
Hotel Adolphus given by old employees 
of his firm, the Arthur A. Everts Co., 
jewelers, on the 49th anniversary of the 
founding of the company. During the 
evening, Mr. Everts paid tribute to two 
of his oldest associates in the business, 
Albert Wittrock, who has been with 
the firm since its inception, and William 
Weitzel, Sr., with the company 47 years. 
The employees presented. Mr. Everts 
with a scarf pin in the design of a 
cross, set with baguette and emerald-cut 
golden diamonds in anticipation of the 
firm’s golden anniversary in 1947. 


q The Morris Jewelry & Loan Co., 
Covington, Ky., capital $10,000 has been 
incorporated by Raymond B. Fine, 
Morris Mazer, and Werner Solomon. 


q Baltimore Jewelers’ Association held 
a dinner on November 13 for the Jewish 
Charity Alliance of Baltimore in the 
Southern Hotel, Baltimore. Sam Cohen, 
of the Baltimore Jewelry Company, pre- 
sided. The committee found that con- 
cerns who subscribed to the fund last 
year, increased their contributions. For 
example, S & N Katz, who conducts 
several stores, doubled last year’s con- 
tribution and donated $10,000. 


q The Wood Jewelry Company, Glas- 
gow, Ky., capital $5,000, has been in- 
corporated by H. K., L., C., Jr., and 
Dorothy A. Wood, of Glasgow. 


q The Wadsworth Watch Case Co., Day- . 
ton, Ky., one of the largest watch case 
manufacturisg concerns in the country, 





has filed amended articles of incorpora- 


zo THE SOUTH 


tion to give the company perpetual dura. 
tion, and increasing its liability limit 4, 
$1,000,000. 
q Johnny F. Clinginsmith and Edmyy 
DeChord have incorporated the Clingin. 
smith Jewelers of Denison, Texas 4 
operate a retail business with $16,009 
authorized capital stock. 
q The Karst-Friton Jewelry Company, 
614 Olive Street, St. Louis, Mo., has bee, 
incorporated by Sylvester G. Karst ang 
Raymond J. Karst with authorize 
capital stock of $50,000 to do business 
as a retail concern there. 
q The Kay Manufacturing Co., Union, 
Mo., has been incorporated by M, |, 
Greenstreet, F. P. Kinsley, Jr., ang 
John F. Bottchen, with authorized 
capital stock of $25,000 to deal in and 
sell jewelry. 
q Lester Ingram, owner of the Ingram 
Jewelry Co., LaMarque, 'Tex., was elected 
president of the LaMarque Chamber 
of Commerce. 
q George Newton, owner of the Ney. 
ton Jewelry Co., Joplin, Mo., has pur. 
chased the Rogers Jewelry Co. in Okla 
homa City and placed his eldest son, 
George Newton, Jr., in charge and has 
also announced that the firm will build 
new stores in Waterloo, Iowa and Fort 
Smith, Arkansas, early in 1947. 
q The Sterling Jewelers recently opened 
at South Hamilton Street in Dalton, 
Ga., with Myer Morris and Bennie Edel- 
man as owners. 
q J. C. Weatherly recently opened the 
Hazlehurst Jewelers in Hazlehurst, Ga, 
Mrs. Evelyn Brewer is the manager. 
q Goldner’s, 617 Church St., Nashville, 
Tenn., was recently granted a new char- 
ter of incorporation permitting issuance 
of 1000 shares of stock at $100 per 
share. 

(Please turn to page 379) 
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q Charles J. Marshall, formerly with 
Fred J. Cooper’s Jewelry store is now 
associated with F. C. Bode & Sons, Inc., 
99 South 18th St., Philadelphia 3, Pa. 
Cc. Edw. Best, Jewelers, located for 
the past 14 years at 619 South 52nd 
St. Philadelphia, have moved to their 
new permanent location at 621 South 
52nd St., Philadelphia 43, Pa. 
q Albert E. Price, wholesale jeweler 
who has been conducting his business 
for several years on the first floor of 
710 Sansom Street, has taken over the 
entire three floors and basement of the 
building. He is completing alterations 
which will make his establishment one 
of the most luxurious in the field. He 
is conducting business as usual while 
improvements are being made. 
q Barney B. Tratenberg, 713 Sansom 
Street, who buys, sells and appraises 
jewelry, has just completed remodeling 
his store. 
q Albert Kind, Jr., chairman of the 
Jewelers’ Committee for the Community 
Chest of Philadelphia and vicinity re- 
ports that despite the cooperation of 
his committee of fifty jewelers, con- 
tributions are slow. This is in keeping 
with the general situation throughout 
this vicinity which caused the extension 
of the campaign for one more week, un- 
til the 21st of December. 
q Jerry Cooper has opened a new busi- 
ness at 720 Sansom _ Street selling 
watches, diamonds, jewelry and silver- 
ware as a wholesale distributor. 
q Edward Tinkleman, 715 Sansom Street, 
Phila., has just recovered from a minor 
operation and is now back operating his 
wholesale jewelry store. 
q The new jewelry store at 1408 Chest- 
nut Street has added an alternating sign 
labelled Gem. It is known as the Little 
Gem Shop, having been changed from 
the Little Mending Shop. . The other 
words on the electric sign above the 
door and show window have not been 
changed. 
qS. Kind & Sons, 1342 Chestnut Street, 
turned the recent brownout to their ad- 
vantage. The window had been dec- 
orated with a white Santa, sleigh and 
reindeer trimmed in glittering silver. 
This was even more effective when the 
brownout forced them to turn off the 
regular window lights and place a small 
searchlight in the window which gave 
the effect of Santa in the sky and caught 
in the beam of an airplane searchlight. 
It also had the effect of spotlighting 
the whole display and making it catch 
the eye of passersby even more than 
the original display had done. 
( Forty-eight of the sixty employees 
of Mr. J. M. Shanholtz, manufacturers 
of jewelry and wholesale distributor of 
watches, diamonds and silverware at 
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723 Sansom Street, went out on & 
“strike” according to Mrs. Shanholtz. 
The strikers were mostly veterans work- 
ing under the training progam. All of 
the journeymen are still working. The 
dispute arose over the question of join- 
ing or not joining A. F. of L. local 
No. 5, according to Mrs. Shanholtz. The 
men were not members of a union but 
had requested the right to vote on the 
question of joining or not. The Labor 
Board had set the date for the vote at 
Friday, Nov. 13, but the union refused 
to wait for the vote and “called the men 
out” (until such time as they have union 
representation), on Wednesday Nov. 27. 
For three days indifferent picketing was 
kept up, then dropped, evidently with- 
out any reason. Mrs. Shanholtz said she 
had received several calls from men 
who wanted to return to work but that 
Mr. Shanholtz had been advised not. to 
take any action until the vote by the 
Labor Board. They are now awaiting 
the results of the election and stand 
ready to listen to any claims the union 
may make if they are voted the au- 
thority to represent the men. The 
Philadelphia headquarters of the Amer- 
ican Federation of Labor referred in- 
quiries to Mr. Aberckoff of this city, 
the labor representative in this cause; 
but repeated attempts to interview 
Mr. Aberckoff were unsuccessful. 

q A. B. Baker, Dunmore, Pa., believed 
to be the oldest active jeweler in 
Lackawanna County and vicinity, re- 
cently celebrated his 88th birthday by 
working as usual, 

q Scranton Watch Service, 206 Wyom- 
ing Ave., Scranton, Pa., established in 
1907 by Samuel J. Gross, has been taken 
over by his three sons, Jerome, Herbert 
and David, who will conduct the busi- 
ness as Gross Brothers, Inc. All of the 
brothers are veterans of World War II. 
q Shreibman’s jewelry store, 214 E. 
Water St., Elmira, N. Y., has opened an 
annex, which at present is given over to 
gifts. 

q Al Wasley’s jewelry store, formerly 
located at 404 West Main St., Plymouth, 
Pa., recently celebrated the formal 
opening of its new store at 33 East 
Main St. 


New Faculty Members at Elgin 


Four instructors have been added to 
the faculty of Elgin Watchmakers Col- 
lege where 175 students, including 150 
former service men, are studying mod- 
ern fine watchmaking and repairs, Ed- 
ward Schmidt, registrar, announced re- 
cently. 

The new faculty members are Arnold 
E. Klotsch, Sr., Edward Breen, and 
Benjamin Seeliger, all of Elgin, IIL, 
and Harold Herron of DeKalb. 
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124 South 8th Street Philadelphia 17, Pa. 
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WATCHMAKER'S TOOLS & MATERIALS 
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State which way— Prompt shipments 
from Stock. 
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| | 
BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 





e 














Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
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am ; 
q The Rogers Jewelry Company of 
Hastings, Neb., has filed articles of 
incorporation with the secretary of state 
at Lincoln, Neb., showing a capital 
stock of $25,000 and with David C. 
Fogel of Omaha as the resident agent. 
q Ellis Pailet, son-in-law of Adolph 
Braude, has joined the wholesale busi- 
ness of Adolphe Braude Co., 29 E. Mad- 
ison St., as a partner and will be asso- 
ciated in both management and sales. 
q Louis S. Rifas, Rifas Jewelers, 1634 
W. Chicago Ave., Chicago, is now sole 
owner of the business. Carl L. Wein- 
stine, a partner, recently retired from 
participation in the _ business. 
q M. R. Schnair Co., manufacturers 
of Di Monop Tic jewelry viewers, for- 
merly with offices at 55 E. Washington 
St., Chicago, have moved to 845 Chi- 
cago Ave., Evanston, Ill., where gen- 
eral offices and warehouse facilities have 
been combined. Later they expect to 
announce a Chicago “loop” office. 
q On November 27th, before recessing 
to January 8th, the standing of the 
teams of the Chicago Jewelers Bowl- 
ing League was—Benj. Allen & Co.,, 
first with 23 games won and 13 lost; 
M. F. Lenz Co., J. Milhening, Inc., The 
Ball Co., tied for second with 19 won, 
17 lost; Newall Mfg. Co., 17-19; Olsen 
16-20 and Jos. Hagen Co., 15-21. Allen 
and Lenz tie for high game with 1044 
and Lenz holds high series of three 
games, 2840. B. Krischke has high 
single game with 258. 





Hulbert Re-elected President 
Of Chicago Golf Association 
Robert Schell Hulbert, Chicago, Dis- 
trict Sales Manager, Oneida, Ltd., was 
re-elected president of the Chicago Dis- 
trict Golf Association last Tuesday night 
in the Mural Room of Chicago’s Morrison 
Hotel. Mr. Hulbert is a member of the 


ROBERT S. HULBERT 








yy 
Oak Park Country Club (Oak Park, 
Illinois) and was first elected to the 
CDGA Board of Directors in 1942. Dur- 
ing this time the Chicago District Golf 


Association has raised $137,788.07 for. 


charity. 

This money has been spent to fur- 
nish golf facilities at army, navy and 
veterans’ hospitals throughout Illinois; 
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two eighteen hole putting clocks, one 
nine hole golf course and clubhouse 
at Hines hospital; two nine hole put: 
ting clocks at Downey hospital; on. 
nine hole golf course and clubhouse at 
Great Lakes hospital and an eighteen 
hole putting clock at the Fort Sher. 
dan dispensary. A nine hole course jg 
now under construction at Danville Vet. 
erans Hospital and golf driving nets 
are being delivered to Elgin, Marion, 
Hines and Fort Sheridan hospitals, 

Under President Hulbert, 1946 was 
the most successful in the 33 year his. 
tory of the Chicago District Golf Aggo- 
ciation; CDGA clubs have full member- 
ships; more golfers carry their CDGA 
validated handicap cards; amateur golf 
tournament entries are the largest on 
record; and the new public links section 
completed its first full year. 

Mr. Hulbert’s major plans for the 
Chicago District Golf Association ip- 
clude the fifth annual Victory National 
Championships and the promotion of 
junior golf. 





Friedland Is "47 Chanticleer 


John E. Friedland, Hart Jewelry Co, 
Chicago, Ill., was unanimously elected 
Chanticleer of the Golden Roosters of 
Chicago at the annual election held at 
the Jewelers Club on December 19. He 


JOHN E. FRIEDLAND 





is one of the original 18 who assembled 
at the Hamilton Club on February 10, 
1921 and started the organization. Other 
officers are Scratcher, Irving G. Jensen 
of National Jeweler, and Keeper-of- 
Nest-eggs, Henry Vidt of F. H. Noble 
Co. The officers will be duly installed 
at the annual dinner dance at the Drake 
Hotel on February 22. 


American Gem Society Chooses 
Chicago for Spring Conclave 


After months of unsuccessful attempts 
to line up suitable dates in Cleveland, 
Cincinnati or Akron, the American Gem 
Society finally chose Chicago as the 
meeting place for the first post-war 
Conclave. The Conclave committee is 


fully aware that Chicago is not quite 
as convenient a meeting place for East- 
Cleveland, however; 


ern members as 
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vations in other cities in Ohio, it is = 
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arrive in Chicago in the a by William H. Samelius, director of El- Send for a Selection 
clave will be held March 30, in Watchmakers College and dean of 
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g1 and April 1, at the Stevens Hotel. American horologists. 











Complete information as to plans for Mr. Samelius seeks a jointed doll, not 55 East Washington Street, Chicago 2, Ill. 
this affair are in the mails. more than three inches high and seated Diamond Cutters of the West 
in a swing. It served originally as the 
“bobbing pendulum” of a clock produced = 
Alliance Warns Members in 1886 by the Anacein Clock Company, Wedding Ring Sizing 
i 5 Sneak Thieves now of Ansonia, Conn. 
Against He explained that, unlike an ordinary | QUICK, EASY 







The Jewelers’ Security Alliance re- 


cently sent a notice to members warn- clock, the bobbing pendulum operates | —CQNOMICA 


in a vertical motion with the weight 
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half size dies, 4% to 12 inclusive, numbered and 

arranged in durable covered box. 

3 F.0O.B. CHICAGO 
MONEY BACK IF NOT SATISFIED 
Now available — Sizes 12/2 —13 — 134. $3.50 set. 
LOUIS VOGEL 39 S. STATE STREET 
CHICAGO 3, ILL.. 
Makers of “Divine” Rings 


vember 22, 1946. In Columbia, Mo., 
12,000 worth of diamonds were stolen 
on November 23, 1946. 

The following is a description of the 
thieves: 

1. Woman, 48 years old, 5 ft. 8 in., 
145 lbs., very dark, brown eyes, large 
hips, skinny legs. 

2. Woman, 50 years old, 5 ft. 7 in, 
165 Ibs., stocky build, large legs, white 
gold wedding band on left hand. 

8. Man, 85. years old, 5 ft. 5 in, 160 
lbs. stooped shoulders, weak looking 
eyes, pitted face, hair dark brown, 
combed back. 

4. Man, 45 years old, 5 ft. 10 in., 175 
lbs. black hair with gray. 

5. Man, 33 years old, 6 ft. tall, 230 
ll:., large hands, fingernails cracked, 
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dark brown hair and eyes, scar inch and Chicago 47 
a half diagonal on right side of face << 
near the nose. . a - 

Should any or all of these persons W. H. Samelius, director of Elgin Watch- WRIST WATCH 
enter your store, interest them long makers College and dean of American hor- EXPANSION BRACELETS 
enough to notify your local police de- ologists, is pictured above with the rare Repaired Like Factory New 
partment and show this warning to the clock which requires a special jointed doll. PRICES FROM 75¢ 
police for such action as they deem ad- Send For Our Price List 
visable to take. Also notify nearest “In the ordinary clock,” says Mr. M. MARTIN 
office of the Pinkerton’s National De- Samelius, “the pendulum is suspended 5 S. Wabash Room 604, Chicago, Ill. 
tective Agency and the Jewelers’ Se- with a thin leaf spring and the pendulum 
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safes should be locked. a weighted buddha,” he said. “Now I 
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WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 
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DIAMOND-CUTTING 


EXPERT WORK 


SYM) 1.04144 


LITWIN & SONS 
114 West 6th Street. Cincinnati, Ohio 
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Harry Greenwold Co. 


The House of Quality and Service 
iS WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 

Lines of quality and style that give you pro- 

tected profit. You can recommend these lines 
to your customers with confidence. 
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q Louis H. Albert, Albert & Siefert, 
Cincinnati, celebrated his 87th birthday 
on November 13. His business partner, 
Bob Siefert, gave a party at his home 
for firm employees and a few friends 
in honor of the event. Albert & Siefert 
succeed Albert Brothers. Mr. Albert’s 
brother died several years ago and his 
son was in the business until two or three 
years ago when he died. He is still an 
active business partner and gets down 
to his office around noon, and leaves for 
home at 4 o’clock. 

q Charles E. Richter, Main Street 
Jeweler, Cincinnati, recently bought the 
old Pendelton mansion, 559 E. Liberty 
St. He said he bought the property be- 
cause it always had intrigued him. The 
mansion was built by George H. Pendel- 
ton (1825-1889), U. S. Senator and 
Minister to Germany, shortly after his 
marriage in 1846 to Alice Key, daughter 
of Francis Scott Key, author of “The 
Star Spangled Banner.” 

q The Gerwe Brown Co. will hold their 
annual sales meeting January 5th. All 
salesmen, namely, Gabe Marchal and 
Julius Courtois, Texas representatives; 
Nelson Lambert, New Orleans _ repre- 
sentative; Bill Owens, Georgia and 
Florida representative, and Lars Ollsen, 
Jack Gerwe and Emmett Fitzpatrick, 
will attend. Gerwe Brown will then 
hold their annual dinner party at the 
Hyde Park Country Club January 7th. 
q Mr. Flanagan, of Flanagan & Kovak, 
will make a buying trip to Providence 
the first week of January. 

q Julius Jacobs, Sr., of D. Jacobs Co., 
is greatly improved since his illness 
and is back on the job again. 

q Mr. and Mrs. Carroll Seghers of Car- 
roll’s plan on being in Florida for a 
couple of months on vacation. 

q The Town Criers held a_ business 
meeting and luncheon December 26th 
at the Cincinnati Club. The annual din- 
ner and election of officers will be held 
Jauary 9th at the Hotel Alms. 

q Doyle J. Gooch, Ludlow jeweler, was 
recently robbed of $2,000 worth of 
jewelry. The robbers gained entrance 
by breaking the show window with two 
large concrete stones and took every- 
thing in sight including rings, 16 
watches and one special made Masonic 
watch. The only evidence that police 
found to date was the boxes and con- 
tainers of the loot. 

q Julius B. Jacobs, Jr., of D. Jacobs 
Co., is on his way home from his selling 
trips and expects to be back for the 
balance of the season. 

q The Gerwe Brown Co. has announced 
they plan moving in mid-March to the 
Temple Bar Bldg. They will occupy 8000 
ft. of space and be able to enlarge their 
display room and lobby. 

q Harold Archer, who formerly was in 





charge of Carroll’s Little Rock, Ar 
is now in charge of their Florida store 
q Robert Westdorp, Jr., of Schumer 
Bros., joined the ranks of “married men” 
Dec. 7th. 

q Clarence Loeb, of Litwin’s, is en joy- 
ing a six week vacation at Miami, Flor. 
ida. Mrs. Loeb is accompanying her 
husband. 

q William O’Brien of the Seth ‘Thomas 
Clock Co. was a recent visitor in the 
city, having attended the Heating Ep. 
gineers’ Convention held here at the 
Netherlands Plaza. : 

q Wally Miller and Alvin Miller of 
Twentieth Century Watch Strap Co. are 
enjoying a Florida vacation with their 
wives. They are staying at the Edge. 
water Beach Hotel in Miami. 

q Adolph Wiebell, Sr., Vine St. jeweler, 
has been sick and is now on the road 
to rapid recovery. 

q The New Orleans office of Gerwe 
Brown Co. has been open since Octo- 
ber 1 with Nelson Lambert in charge, 
This office was closed during the war, 
q Bill Jacobs, of D. Jacobs Co., is re- 
ceiving congratulations these days on 
the announcement of his engagement to 
Miss Dottie Rice of Glendale, Qhio, 
The wedding will take place in the near 
future. 

q I. B. Goodman of I. B. Goodman 
Co. who has been convalescing, left for 
Florida December 16th. 





New Registered Jewelers of AGS 


The following persons have success- 
fully completed all educational require- 
ments and examinations of the Gemolog- 
ical Institute of America, and have not 
met the ethical requirements of the 
American Gem Society for the awarding 
of the title of Registered Jeweler: 

Joseph A. Lohmer (Knowles Jewelry) 
Bismarck, N. D.; C. S. Sheppard (Shep- 
pard’s Jewelers) Russellville, Ark; 
John M. Bean (John Bean Jewelry) 
Rock Springs, Wyo.; J. B. Sylan (Sylan 
Brothers) Columbia, S. C.; H. O. Nor- 
man, Champaign, Ill.; Fred H. Schom- 
burg, Jr. (C. Schomburg & Son) Colum- 
bus, Ga. 


———__; 

















DISTINCTIVE 
JEWELRY 
WATCHES 


DIAMONDS 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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The West Coast 
OOOO ——————_-_ 
q Lloyd E. Summers recently opened 
a retail jewelry shop in the Panama 
Building, Portland, Ore. He has been 
a watchmaker in the Portland area for 

24 years. 

4 James J. Boutross, owner of Empress 
Pearl Syndicate, recently opened a new 
office in the Metropolitan Bldg., 315 W. 
sth St. Los Angeles. Mr. Boutross was 
formerly the Pacific Coast manager for 
the Imperial Pearl Syndicate. He will 
be making and distributing cultured 
pearl jewelry such as necklaces, earrings, 
rings, and pins. He is especially noted 
for distinctive and individual custom 
work and is making many of the pieces 
himself. 

q Jewelry and appliance buyers for Nat 
Halpern, wholesale jewelry and appli- 
ance firm at 315 W. 5th St., Los An- 
geles, will be visiting their company’s 
suppliers in the East in January. Miss 
Peggy Nance will visit the jewelry fac- 
tories in Providence and in the New 
York areas. Jerry Friedman will attend 
the Chicago and Atlantic City appliance 
shows. Three new salesmen have been 
added to the growing sales territory of 
the firm as a result of the augmentation 
of five new states, in addition to terri- 
tory covered in eleven Western States. 
Halpern’s sales force now include perma- 
nent representation in such far away 
places as Alaska, Hawaiian Islands, and 
the Far East. 

q Ralph R. Giddings and his son, Robert 





R. Giddings, have opened a jewelry store 
at 220 South Paramount, Hynes, Calif. 
Both father and son have recently been 
discharged from the Army. The second 
son, Eugene, is now in the Air Corps, 
and he intends to enter the business in 
the near future. The Giddings have 
been in the retail jewelry business for 
a number of years. 

q Dorothy Michaud and Mary Deerfield 
have become the new proprietors of the 
Michaud Jewelry Store at 82 Third St., 
San Mateo, Calif. Mr. Michaud passed 
away December 5, 1945, and Dorothy, 
nis daughter, persuaded Miss Deerfield 
to journey from Troy, New York, to 
California and enter business with her. 
They have completely modernized the 
store, and it is considered one of the 
most modern jewelry stores on_ the 
Peninsula, 





Washington RJA Plans Convention 

Many important jewelry-legislation 
questions will be on the calendar for 
the forthcoming state convention of the 
Washington Retail Jewelers Association 
to be held in Seattle on May 10 and 
ll. This will be the first state conven- 
tion of the association since 1941. 

High on the agenda for the conven- 
tion will be legislative matters. Federal 
taxes that affect the jewelry businss 
will come in for considerable discussion. 
State legislation will deal mostly with 
plans for passing a new state law for 
watchmaker licensing. Jewelers from 
neighboring states are being invited to 
attend the convenfion. 





Arizona Watchmakers Guild 
Holds Annual Dinner-Dance 

The Central Arizona Watchmakers 
Guild held their second annual dinner- 
dance on November 26 at the Encanto 
Park Club House. C. C. Morehead, 
president of the Guild, presided with W. 
H. Shields acting as master of cere- 
monies. The Guild was fortunate in 


Ee 





Se 





having John J. Nooyen, president of 
the United Horological Association of 
America as guest. He delivered an in- 
teresting talk on conditions and legis- 
lation affecting watchmakers. The din- 
ner was followed by dance music played 
by a Mexican orchestra. Door prizes 
were awarded to the 84 members and 
zuests. 





Shown at the second annual dinner-dance of the Central Arizona Watchmakers Guild, held 

November 26 are: seated, left to right: C. C .Morehead, president of the Guild; John J. 

Nooyen, president of UHAA; and Don White, treasurer of the Guild. Standing, left to 

tight: Niel Miller, L. V. Freiday, Lonnie Espinosa, John Head, and Elmer Jacobsen, officers 
in the local Guild. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


PITTSBURGH 


NeaBaanais iced rire ris 
———— == 
ROSFELDER 


BROS. AND CO. 
MANUFACTURERS 


Special Order Work 





818 LIBERTY AVE.. 








413 RACE ST. 


| CINCINNATI 2, OHIO 


CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 
503-7 Hippodrome Bidg. 
CLEVELAND 14, OHIO 








PEARL 
STRINGING 


Best in the midwest for 
workmanship and service 


M. LANGE CO. 


425 W. WRIGHT STREET 
Milwaukee 12, Wisconsia 








STAR GARNETS 


Of the better quality. Deep rich red, with 4 
rayed star. aes on request. 

CRYSTAL SPECIMENS of all kinds for window 
display. Free price list. 


V. D. HILL 


Complete Gem & Mineral Establishment 
R#7, Box CD Salem, Oregon 
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Where to Buy 
IMPORTED 
China and Glass 





ge nce PO ao “nent een Rie nade aie cet eat ie 











MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware 

MASON’S Ironstone China 

COALPORT Bone China and Kingsware 

ROYAL CAULDON Bone China and a 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 














TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 #Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustreware 











————————— 








. Importers of 
+7 ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Impert 


FONDEVILLE & CO., INC. 


149 Fifth Ave. New York 10, N. Y. 
AL. 4.0104 














ROYAL DOULTON 


Emglisk Bone China and Barthenware 


DOULTON and CO., Inc. 


Successors To 
WM. 8. PITCAIRN CORPORATION 
212 Fifth Ave. 


Now York, &. Y¥ 








PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 


China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 


Murray Hill 38-5460 











Wedgwood Ware 


Bone China Dinnerware, Queensware 


Jasper and Black Basalt 
Trade-Mark WEDG WOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 











JUSTIN THARAUD & SON 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 


GRAFTON BONE CHINA 





















The South 
(From page 376) 


q The new Oak Cliff community center 
store of Zale’s Jewelry Company has 
opened in Dallas, Tex. At the same time, 
Zale’s has announced that it will move 
its main downtown store from 1601 Elm 
Street into new and larger quarters at 
1606 Main Street, as soon as extensive 
alterations, now being made at that 
location, have been completed. The new 
main store of the Zale Jewelry Co. will, 
it is announced, be one of the finest in 
the Southwest. 


q Owners, officials and employees of 
Michaels Jewelry Company, Galveston, 
Texas, enjoyed an informal banquet at 
the Hotel Galvez on Sunday evening, 
November 24, the occasion being a 
tribute to Max Baum, founder of the 
company. Mr. Baum, who came to this 
country in 1904, read about Texas in 
1911 and immediately decided to live 
there. He came to Galveston that same 
year and opened a small jewelry re- 
pair shop, which has now expanded into 
stores in Galveston, Pasadena and Texas 
City, Texas. 


q The new Oak Cliff store of the Cling- 
ingsmith Jewelry Company, Dallas,Texas, 
was recently opened. It is located at 330 
West Jefferson Street, and is one of the 
most attractive stores in this community 
center, with a recessed front of Carrara 
glass and modernistic display windows. 
Conrad N. Shaw has been named store 
manager. 


q The American Jewelry Company is one 
of nine El Paso, Texas, retail firms co- 
operating to provide free two-hour park- 
ing for customers on four downtown 
parking lots. 


q Sale of the Savannah, Ga., store of 
Maier & Berkele, one of, the leading 
jewelry firms in Savannah, has been an- 
nounced by Frank M. Maier, president. 
A new company formed under the name 
of “Barclay’s” bought the jewelry store. 


q.C. P. Harmon, Norfolk, Va., recently 
made a trip to Elizabeth City, N. C., 
and organized the jewelers in that city, 
upon their request. The new group will 
function along the same lines as the 
Virginia organization and unanimously 
agreed to adhere to the policy, “We do 
not appraise diamonds or watches.” An 
election of officers was held and the fol- 
lowing men were chosen to serve for the 
next year: Frank Selig, president, and 
George L. Looney, secretary-treasurer. 
The new organization will meet the first 
Tuesday of each month. 


q.S. Harry Busch, who already operates 
branches of Royal Jewelers in Knox- 
ville and Maryville has opened a store 
in the new Arcade Building, Jackson 
Square, Oak Ridge, Tenn. A charter of 
incorporation was recently secured for 


Royal Jewelers Co., Oak Ridge, with - 


Busch, Ben R. Winick, and Rose Busch 
as incorporators. An opening was held 
in time to take advantage of the Christ- 
mas selling season. 





q With the retirement of Lowis Kap. 
lan, United States Jewelry Co,, whole. 
salers, Baltimore and Liberty Sts., Bal- 
timore, Md., have changed from a Part- 
nership to a corporation, Harry E. 
Baumohl has been elected president, ang 
Howard A. Sugar vice-president, 4 
Kelfon, absent from the firm since 1942, 
has again joined the organization ag a 
salesman. Laban Saltz, son-in-law of 
Louis Kapan, formerly connected with 
the Columbia Jewelry Co., Annapolis, 
Md., will open a retail establishment 
at 5519 Harford Ave., Baltimore, on 
the 15th of this month. 


q Dan Inman recently bought the re. 
tail store of F. F. Jordan, of Rowland, 
W. Va. He made a trip to Baltimore 
and replenished his stock at Jay Engel 
& Co., Inc., Hopkins Place and Balti- 
more St., Baltimore. 


q Paul K. Morgan, who conducts 
matchmaker school at Ridgely, W. Va, 
now has 34 students under instruction, 
all of them ex-GI’s. He plans the es- 
tablishment of four other watchmaking 
schools for the government. Mr. Mor- 
gan recently visited Baltimore to buy 
merchandise for his two retail stores 
and brought along six students to give 
them practical instruction in the selec- 
tion of goods. He also contemplates 
the opening of two or three more stores 
in the small towns of West Virginia, 


q The Maryland Recorder, published by 
the War Records Division of the Mary- 
land Historical Society, in its latest 
issue gives space to Stories of hitherto 
little known and unknown facts _per- 
taining to the State’s war effort. In 
the latest issue, a story appears: con- 
cerning the Stieff Co., a corporation of 
silversmiths, Wyman Park Drive and 
Keswick Rd., Baltimore, which made 
thousands of surgical instrument han- 
dles, each so finely enginered fhat it 
could fit 150 blades. 

q Snyder Jewelers, Inc., has opened a 
new jewelry store on East Broadway 
in Forrest City, Ark., with Ollie War- 
ren aS manager. 

q The office of the Tennessee Secretary 
of State recently granted new charters 
to stores of the Rome Jewelry Co., 12 
Arcade Nashville, in Columbia, Mur- 
freesboro, and Shelbyville. Each charter 
permits issuance of 2500 shares of stock 
at $10 per share. 


_-_—- -——- 


Feinberg Changes Firm Name 


A. Feinberg, importer of diamonds, 62 
West 47 St., New York City, recently 
announced that the firm name_ was 
changed as of the first of this month to 
A. & J. Feinberg. 











SWEDISH CRYSTAL | 
Kosta Alsterfors 


Maleras Bohlma 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Ine. 


212 Fifth Avenue New York 10, N. ¥. 


MUrray Hill 7-7828 
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OBITUARY 


SamuEL BauMGOLD, 52, merchandising 
manager of Baumgold Brothers, Inc., 62 
West 47th St., New York City, died De- 
cember 18 after a long illness. He was 
a leading authority on the quality of 
diamonds and the diamond industry. Be- 
sides his brothers, Louis, president of 
the company, and Jack, company trea- 
surer, he is survived by his widow and 
two daughters. 


Tuomas Fartey Burns, 62, retail 
jeweler, Oklahoma City, Okla., died De- 
cember 11 of a heart ailment. Surviving 
are his widow, a son, three brothers, 
two sisters, and a grandson. 


Rosert E. Coveuuan, 71, vice-presi- 
dent of Samuel Kirk & Son, silversmiths 
and jewelers, Baltimore, died of a heart 
ailment November 5°at his home. He 
had been connected with the company 
for 51 years. He is survived by his widow, 
two sons, and a grandson. 


Epwin M. Crarr, 64, owner of the 
Craft Co., manufacturing jewelers, died 
November 22 at his home in Indian- 
apolis, Ind., after a long illness. He was 
a descendent of Indiana pioneer families. 
His family has been in the jewelry busi- 
ness in Indianapolis since 1850. Sur- 
vivors are his widow, two daughters, a 
son, and two grandchildren. 


Newron B. Exrtince, 80, salesman for 
Robert H. Klitz Co., 608 Fifth Ave., 
New York City, died suddenly on De- 
cember 1. He was with the company 
for the past 40 years. He is survived 
by his widow. 


Epwarp Raymonp Franxstonrg, E. 
Hertzberg Jewelry Co., San Antonio, 
Texas, died November 2 at his home 
after a long illness. He had been asso- 
ciated with the Hertzberg Co. for 83 
years as Director of Advertising. He 
is survived by his widow, a son, and a 
sister. 


JoHn Hass, 56, silver department 
manager, Thomas Long Co., and for- 
merly employed at Smith, Patterson Co., 
both of Boston, Mass., died suddenly at 
his home in Dedham, Mass., on Decem- 
ber 7. Surviving are his wife and 
daughter. 


Roranp Larrer, 83, died November 
20 in Maplewood, New Jersey. Before 
retiring in 1932, he was affiliated for 
fifty years with Larter & Sons, Newark 
jewelry manufacturers. Surviving are 
his two sisters. 


J. Franx Newman, 50, for fourteen 
years executive secretary, National As- 
sociation of Credit Jewelers, died No- 
vember 17 of a heart attack and cere- 
bral hemorrhage. During most of the 
war period he was connected in an 
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official capacity with the War Produc- 
tion Board and the Federal Rubber 
Control Board. He resigned from there 


J. Frank Newman 





approximately two years ago and opened 
his own business as a manufacturer’s 
agent. He is survived by his widow. 


Wirrram Posr Sackxerr, 90, retired 
New York and Philadelphia jeweler and 
a founder of the Fifth Ave. Association 
of N. Y., died December 6. He managed 
the jewelry departments of the John 
Wanamaker stores in Philadelphia and 
New York, and was affiliated also with 
wholesale and retail jewelry firms in the 
two cities. Mr. Sackett was a former 
director of the Retail Jewelers Associa- 
tion of New York. Surviving are his two 
sons. 


Howarp W. Srarr, 74, retired vice 
president and treasurer of the former 
Fifth Ave. jewelry firm of Theodore B. 
Starr & Co., New York City, which 
was founded by his father, died Novem- 
ber 29 in his home. Surviving are his 
widow, four sons, two daughters, and 
eleven grandchildren. 


JoHN Westey Ware, 70, California’s 
first gemologist, died October 21 at his 
home in San Diego, California. He wrote 
several textbooks on_ semi-precious 
stones, was on the board of directors 
A. G. S. and lectured extensively. He 
invented and fashioned several instru- 
ments, among them the dichroscope, for 
detecting various gem types. Surviving 
are his widow, two daughters, and one 
grandson. 


Pact A. Wrrrxe, 87, formerly, for 
34 years, a jeweler and watchmaker in 
Elizabeth, N. J., died December 1 in 
his home at Cranford, N. J., after a 
brief illness. 


GreorGe Woop, 91, retired salesman 
formerly employed with George  T. 
Brodnax, Inc., Memphis, Tenn., died 
recently. He retired four years ago, 
after more than 30 years’ service at 
Brodnax. 
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SUN GLO STUDIOS 


GIFTS for MEN 


A comprehensive selection of 


Accessories with ing Motifs. 
LYNN 8O6U 

Sterling Game Bird Available 

228 FIFTH AVENUE 


NEW YORK 10, N. Y. 















CRYSTAL—/-om Sweden 


Stemware, Bowls, Vases, Perfume 
Bottles and Smoking Accessories 


ENRIGHT - LeCARBOULEC, INC. 
160 Fifth Ave. New York 10, N. Y. 
CHolsea 2-5558 














MARY RYAN ciccsce 


FURMITURE 


223 Fifth Adenia: Mew Vers SF" SG Am 
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ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 

DE LUXE TABLEWARE 
for the 

FINE CHINA TRADE 

MADE IN AMERICA- MADE OF AMERICA 

212 Fifth Ave., New York, N. Y. 











THEODORE HAVILAND 
@ FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exciasive 


THEODORE HAVILAND CO., INC. 


28 W. 23rd ST. 1550 MERCHANDIGE MART 
NEW YORK CITY CHICAGO, ILL. 
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IVORY CHINA 

(2 Tvory distributed by 
hina FISHER, BRUCE & CO. 
made in Awerica Phila.: 221 Market Street 











New York: 1107 Broadway 
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Keusiniton ® 


ewe CRYSTAL ano BENT GLASS 
e -« Giftware of Distinction + > 





KENSINGTON, ING. NEW KENSINGTON, PA. 
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Adjusting a Balance Staff 





Seeond and final part of a chapter on methods used in adjusting 


an oversize balance staff to duplicate original. Reducing the 


thickness of the pivot and final polishing are explained here. 


by HENRY B. FRIED 
Executive Secretary 


The Hordlogical Society of N. Y. 


Part II: How to reduce the thickness of a balance staff pivot. 


(Drawings by the author) 


ALANCE staff pivots may be reduced in thickness 

by grinding and subsequent polishing. A pivot 
may have to be reduced in thickness when it binds in 
the jewel hole or has not sufficient freedom (side-shake) 
in the jewel hole. How to test for correct pivot thick- 
ness has previously been explained in the chapter “How 
to Match a Balance Staff,” illustrated in- Fig. 30 of 
that series. (JC-K for August, Page 478). 

While there are many methods used to reduce pivots 
to size, the most popular utilized is that with a triangu- 
lar Arkansas oilstone slip applied to the pivot while the 
staff, or balance and staff, is hel in the lathe. Other 
methods are, the use of special pivot lathes or turns, 
use of polishing shovels, and the use of the transverse 
grinder, sometimes called the “pivot-polisher.”’ 

To use the Arkansas oilstone slip, the staff is placed 
in the lathe and the oilstone slip is applied to the bot- 
tom of the cone and pivot of the staff. A slight smear 
of watch oil is used on the stone to aid in this operation. 
The lathe is turned at a slow speed towards the operator 
while the oilstone slip is worked back and forth. This 
is shown in Fig. 6. Care must be taken that the pivot 
is ground into a cylindrical shape. The lathe is turned 
slowly so that the reduction of the pivot thickness may 
be slow, gradual, and controlled. This will permit fre- 
quent observation and possible correction in the manner 
of holding and applying the oilstone slip. 

Pressure against the pivot must be light during this 
operation so that better control may be had over the 
shape of the pivot. During this time, the eye loupe 
should be focused at the top of the pivot length so that 
any discrepancies may be quickly noticed and the method 
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of holding the slip may be altered to suit the shape de- 
sired. The oilstone must also be held so that its flat 














-_ 


Fig 6. Reducing the pivot with Arkansas oilstone slip, staff 
in lathe is turned slowly toward operator while oilstone slip 
‘is worked back and forth. 


top is parallel to the axis of the pivot as shown in Fig. 7. 
If the oilstone slip is pressed too heavily against the 
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A 2-WAY PROFIT PLAN 


Here is presented a folder, the “2-Way 
Profit Plan” for— 


(1) increasing watch-repair patronage, at- 
tracting new customers for all merchan- 
dise that the jeweler sells, and— 

(2) improving watch-repair service, sav- 
ing time, minimizing call-backs and build- 
ing greater profit through the use of the 
W atchMaster. 


This booklet is available without charge on 
request. 


The 


6 
Watch atch ay, Master 














produces a printed chart record showing 
the 24-hour rate of any watch of any beat 
in any position, indicating the cause of 
any irregularity—with accuracy guaranteed 
to 1/1,000th of 1%. 








American Time Products. Ine. 


S80 FIFTH RAVENT E NEW YORK, ‘ , 


Distributors of Western-Electric Watch-rate Recorders 
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pivot, the oilstone may exert an uneven pressure upon 
the pivot so that the pivot will be pointed rather than 
| cylindrical. Such a fault is illustrated in Fig. 8. On 
: the other hand, if the oilstone slip is applied with too 
much emphasis upon the conical part of the pivot, the 











Fig. 7. -Oilstone must be held a 
with flat top parallel to the eee 
axis of pivot for smooth job. — 






result will be a bull-headed pivot, such as shown in 
Fig. 9. As previously stated, the eye loupe is focused 
upon the top of the staff and the fingers controlling 
the oilstone slip coordinated with the eye to manipulate 
the slip in producing a correctly shaped pivot. Some 
practice with old, broken. staffs, both in cutting the 











Fig. 8. Pressing too heavily 
with oilstone upon the end of 
pivot will result in pointed 
shape instead of cylindrical. 


cone with the graver and lengthening the pivot as well 
as the use of the oilstone slip will more than repay for 
the time spent in such efforts. 





Fig. 9. Holding oilstone with 
pressure upon conical part of 
pivot results in this shape. 


Where the cone taper or radius of the staff (Fig. 

4, R) must be longer, the oilstone slip is still held with 

its flat top parallel to the axis of the pivot but the oil- 

stone slip may be twisted to one side as in Fig. 10, so 

‘ that the axis of the staff and the axis of the oilstone 


HE steel burnisher has two different shaped edges. 

One of these edges is rounded off for finishing 
pivots with conical roots. The other is sharp edged for 
finishing pivots with sharp, square shoulders. The bur- 
nisher is used with a smear of light watch oil and applied 
in the same manner as the stone slips. The result will 
be a highly-polished, strong pivot. 
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Part III... How to Polish a Balanee Staff Pivot. 





form an angle greater than 90° (right angle) to the 
amount corresponding to the cone shape desired. 

The pivot should be reduced until it is almost dow, 
to size or about .01 mm. from the final thickness, clean. 
ing the pivot often with pithwood to clearly obserye 

























Fig. 10. Lengthening the 
cone taper or radius of 
the staff, the oilstone 
is held parallel to the 
axis of pivot but twisted 
to side as shown here. 



























the results. Because of the finish on the pivot left by 
the application of the oilstone is far from smooth, this 
extra thickness is removed in successive applications 
which will further reduce the pivot and polish its gyr- 
face at the same time. For this next step, a jasper slip 
is used. 

Jasper stones are generally hard red stones impreg- 
nated with ferrous oxide, similar to a material called 





Fig. 11. Following prelim. 
inary polishing by jasper 
stone, final polishing is 
done with steel burnisher, 





jewelers’ rouge. This stone, used dry, is manipulated 
in the same manner as the oilstone. It will reduce the 
pivot more slowly and give the pivot a slight polish as 
well. The surface of the jasper stone selected should 
be flat and smooth, not coarse. Sometimes, when using 
the jasper slip, the surface may become clogged with 
the residue of the steel pivot. This may be removed by 
cleaning it with a piece of chamois or rubbing the stone 
across the knuckle of the thumb. The jasper stone is 
manipulated until the pivot is almost down to size. The 
final finishing is done with the steel burnisher. Fig..11 
shows this tool in operation. 









The burnisher can be made to reduce pivot thickness 
by finishing its surface with emery paper, making the 
grain run across the burnisher from edge to edge a8 
shown in Fig. 11. While this reduces the thickness of 
the pivot, it polishes it at the same time. When refin- 
ishing the burnisher, the emery paper is glued or tacked 

(Please turn to page 390) 
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~ Decorative limekeepers 


by SETH THOMAS 


“THE FINEST NAME IN CLOCKS” 


Naturally—these distinctive Seth Thomas* electric and spring-wound 
clocks almost sell on sight, and we are making them just as rapidly as 


conditions permit. 


Still, there aren’t enough of these fine clocks to meet the steady 
demand. Difficulties in obtaining raw materials, and a scarcity of skilled 
clock craftsmen, tend to slow production schedules. 


Though manufacturing short-cuts and substitution of hard-to-get 
materials might help increase production, this would necessarily mean 
sacrificing quality . . . a step we shall never take. 


We will continue to allocate our production to wholesalers. This 
insures equitable and fair distribution. Wholesalers, too, are cooperating 
by equitably distributing the clocks they receive. So may we again 
suggest keeping in close touch with your wholesaler to insure a top 
place on his allotment list. Seth Thomas Clocks, Thomaston, Connecticut. 








_- DEFT—Another smartly styled Seth 
Thomas : spring-wound alarm with 
plain or luminous dial. Solid ma- 
hogany case looks well on desk, 
night-table, dresser or bookshelf. . 

‘ An ideal and practical gift that 
appeals to both men and women. 
Retail price: (plain dial) $6.95; 
(luminous dial) $7.95 (tax extra). 





- PAM—New ond novel.’.. this wn- — 
usually attractive and ornamental { 
spring-wound alarm looks like little 
brother to a mantel clock. Encased 

in solid catalin with green back- 
ground and marble-like veins of 
green and white. Luminous dial. Pol- 
|. ished brass feet and sash. Retail 


| price: $8.50 (tax extra). 


> 






















*#Seth Thomas is Reg. U.S. Pat. Off. 


FOR JANUARY, 1947 


aeene atte boda naan’ encininaidininat 20 ARCA RRAMKS Da OOS 








beri SS: Batata an BBR N 





LUXURIOUS CLOCKS 
in choice of electric or 
spring-wound models* 
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LEGACY—Faithfully patterned after a dis- 
tinguished 18th Century English model. 
Beautiful Westminster chimes, Genuine 
mahogany case. Retail—$95.00, tax extra. 








MEDBURY—Harmonizes in all settings. Has 
mellow Westminster chimes. Mahogany 
case with bright brass numerals in silhou- 
ette. Retail—$45.00, tax extra. 





SHARON—Picturesque, Early Colonial de- 
sign. Adds charm to the room. Strikes 
hours and half hours. Case has mahogany 
finish on birch. Retail—$35.00, tax extra. 





- 


CONSOLE—A charming clock that lends a 
modern touch to the room. Rich brown 
mahogany case. Strikes the hours and half 
hours. Retail—$30.00, tax extra. 


*(Recommended prices cre for either type) 
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EMOVING ENAMEL—We have collected from all 

old-gold bought during a year the pieces that have 
enameling (hard) on them, and would like to remove 
the enamel to get the exact weight of gold. How can this 
be done by some chemical process? We tried cracking 
it out, but on heavy pieces this takes too much time. 
(Question No. 5907.) 


Answer—Place the pieces of enameled work in a 
sheet-lead pan; cover them with pulverized fluor spar; 
pour on sulphuric acid. Stir the pieces in the liquid oc- 
casionally with a glass rod. In from 12 to 24 hours 
all the enamel will be dissolved out; rinse off the pieces 
in running water. Or use commercial hydrofluoric acid 
in the same way. In either case, do this work under a 
ventilating hood, or in a place with a draft of air to 
carry off the fumes, which are dangerous to breathe. 
If desirable to hasten the operation, the pan may be kept 
heated, to quicken the dissolving action of the acid. 


AINING TIME—Can you give me a reason for 

watches gaining a lot after being cleaned? Have 
had this happen sometimes. A traveling man for material 
house, told us it is the effect gasoline has on the main- 
spring and hairspring. Is this so? (Question No. 
5908) M. I. 


Answer—Generally speaking, of course, we would 
say that the cause of extraordinarily fast or slow rates 
should be looked for by inspecting the movement in each 
case. But the cause of fast rate after cleaning is usually 
due to the regulator having been gradually moved toward 
“Fast,” as thickening oil caused a slowing rate before 
the watch was brought to you for cleaning. Then, after 
cleaning, the regulator must be moved toward “Slow”; 
properly and usually the rate will be about right when 
the regulator index is near the center of its scale. One 
other thing that could cause very fast rate after cleaning 
and other repairs that have put a watch in good order, 
would be that some careless workman had earlier done 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


the “‘botch” job of putting in a stronger mainspring, 
instead of correcting faults in the watch, to give the 
balance more motion. Then, after you have perhaps 
corrected faults and cleaned the watch, the extra strong 
mainspring will cause too much motion of balance and 
“rebanking,’ when the roller-jewel travels too far at 
each beat, strikes the outside of the fork-horn, and re- 
bounds at an abnormal speed, causing the fast rate even 
though the regulator index may be set near the center 
of the scale. In such a case, the mainspring should be 
replaced with one that will produce motions of balance 
of between 114 and 114 turns; this is the true test of 
correct strength of a mainspring, rather than always 
measuring thickness of the old spring, because the old 
one may be incorrect; often is. 


SCAPEMENT PARTS—Where would I be’ able to 
get escapement parts for Hamilton-Sangamo electric 
(electrically wound) clocks? My material house says 
there are none in their stock and the maker is out of 
business. (Question No. 5909) E. D. P. 


Answer—This clock was made until about 15 years 
ago by Hamilton Watch Co., Lancaster, Pa. Escape- 
ment parts could still be furnished, we believe, by this 
company. For the electrical parts of this clock, we 
believe you could obtain them from the Sangamo Electric 


Co., Springfield, Illinois. 


LEANING SOLUTION—You published, maybe a 

year or two ago, directions for making a watch 
cleaning solution that we used (brushing) with good re- 
sults; it was not only a list of ingredients, but explained 
how to put them together. We cannot find the J. C.-K. 
number that had this in it. Will you please repeat the 
instructions for us? Question No. 5910) R. A. 


Answer—tThe directions referred to are as follows: 
(1) In an agateware or other non-metallic vessel boil, 
until dissolved, 1 ounce of oleic acid in 1 quart of dis- 
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PAUL LINN 


WATCH CRYSTAL FITTINGS 
Leading in Quality, Dependability and Service!! 


(It pays to do business with a long-established) 
(and highly-rated firm........cceceescccccees ) 











Hamilton 
De Luxe & 








DIAL REFINISHING — 4 Day Service! 


yr We are now ready to serve you with the SILBERT 


% METHOD of Hairspring Vibrating! 
Flats—$2.00 Breguets—$3.00 




















———— 


We carry a Complete Line of Sandsteel Mainsprings for Swiss 
& American watches—$3.00 per Dozen 
__ e _ j 
| Cabinet with 72 most popular models Hairline Accuracy . 
125 PARTS... 





Genuine Swiss Staffs for Bulova Watches—$22.50 








We feature the L. |. C. Staff Assortment No. 46 consisting of 
| Gross of staffs for the full Swiss line—$30.00 





—_--- 


Genuine G. S. Flexo Crystals—Round & Fancy : ; 
COMPLETE LINE—90¢ per dozen * There are about 125 high preci- 


DAU a [| N N 5 SOUTH WABASH AVENUE 


Established since 1922 CHICAGO 3, ILLINOIS alarm clock. . . . These parts 
Jobber of Watch Materials and Jewelers’ Supplies 





sion parts in an ordinary Gilbert 


must be made carefully, as- 














sembled carefully, tested and 


inspected carefully, to meet 


meena a 
-.- peers eeanuas 


Gilbert quality standards. 


* This takes time and limits the 
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rate of production but results in 








a product worth waiting for. 





REYNOLDS No. 2 


SCREW PRESS 
(ADAMS TYPE) 





Wt. Approx. * If your wholesaler has been un- 
600 Ibs. Not able to supply you, ask him 
PRICE — $325.00 


again. He will be glad to do so 
as soon as he has a stock of 


NEW Welded Steel Gilberts to share with you. 
FOOT PRESS 


PRICE: Crated F.O.B. 
Providence, R. I. — $97.50 


SEND FOR DESCRIPTIVE CIRCULARS THE Wn. L. GILBERT CLockx Corp. 

REY N O LD Ss clock makers to the nation since 1807 
WINSTED, CONN. 

MACHINERY COMPANY Loceate, N.-. 


551 Fifth Avenue 141 W. Jackson Bivd. 
303 Eddy Street, Providence 3, R. I. Tel. GAspee 5187 New York 17, N. Y. Chicage 4, Wi. 
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tilled water; keep this hot until ready to mix with it 
another solution, to be made as follows: (2) In another 
non-metallic vessel bring to a boil 1 quart distilled 
water and 4 fluid-ounces of household ammonia (6% 
ammonium hydroxide); do not breathe the fumes aris- 
ing. (3) To liquid #1, add 2 fluid-ounces of acetone, 
and bring to a boil. Do this on a stove with a closed 
top, or on an electric stove; not on any kind of stove 
with an open flame; the acetone fumes may catch fire. 
Reduce the heat until boiling ceases, and while stirring 
vigorously with a wooden spoon, slowly add solution #2 
until all of #1 and #2 are mixed together, and until 
the mixture has cooled. 


—— WORK BOOK—In what book can I get 

the real dope on systems for sizes of watch move- 
ments, both American and Swiss? (Question No. 5911) 
S. A. 


Answer—One of the best explantions of this matter 
that we know of, in a book readily obtainable, is given 
in a book “Time and Timekeepers,” by Willis I. Milham, 
published by Macmillan Co., and sent anywhere in the 
U. S. A. postpaid for $1.98, by the Book Department, 
Jewelers Circular-Keystone, 100 E. 42d St., New York 
i a 


(pr? CLOCK—Please give me the age and value of 
an old clock with wooden works, strikes hours, and 
has a printed label in case stating ‘““Made by Sedgwick 
& Botsford, Watertown, Conn.” This is unusual, the 


name not being in our book on old clocks. (Question 
No. 5912) B. L. S. 


Answer—Sedgwick & Botsford were in business in 
Watertown, Conn., between 1820 and 1837; so your clock 
is somewhere between 109 and 126 years old. Values of 
such clocks vary, depending upon circumstances of each 
sale, besides the merits of the clock itself. If the case 
is of attractive design, and it and movement in good 
condition, in ordinary market conditons prices realized 
may run between about $15 and $25. Connecticut clocks 
with wooden movements are by no means rare. But if 
there is unusual competition between bidders at a sale, 
as when descendants of the earlier owner, or a number 
of antiques dealers, compete in bidding, prices sometimes 
run up to several times the figures stated. So getting a 
high price calls for managing to get the right kind and 
number of bidders interested in a clock. 


UARTZ CLOCKS—Is it likely that these modern 
quartz-crystal clocks will soon push out of the 


market the spring, and weight, and electric clocks now 
being sold? (Question No. 5913) S. L. R. 


Answer—No; both because of costliness, and because 
to keep a quartz-crystal clock running well, requires 
continual care by scientific technicians, of a sort em- 
ployed only in great laboratories. We understand that 
a quartz clock like one installed in the Naval Observa- 
tory, cost about $25,000.00 to build; not to mention the 
daily expense of maintaining it in service. 





CORRECTION 
Through a typographical error, the definition of gold 


390 








filled merchandise was incorrectly stated in the answer 
to a question which was published on page 410 of oy, 
November issue. 

Under the commercial standards of the U. §. Depart- 
ment of Commerce, gold filled merchandise consists of 
articles which have a mechanically applied covering of 
karat gold of not less than 10 karat quality and not lesg 
than 1/20th of the total weight of the article. Rolleg 
gold plate is the term used to describe articles to which 
a coating of karat gold of not less than 10 karat quality 
has been applied by the same process but where the tota] 
weight of the karat gold coating is less than 1/20th of 
the weight of the entire article. 





ADJUSTING A BALANCE STAFF 
(From page 386) 


down to a firm, flat surface and the burnisher is rubbed 
across the emery in straight, steady strokes. 

The burnisher may also be grained by doing the same 
thing but using a carborundum stone as the base. The 


minute, fine grain produced in the tool acts as a super- 
fine file. 


POLISHING A DIRTY OR TARNISHED PIVOT 


Sometimes a pivot is encountered whose surface is 
either dirty or tarnished. Burnishing may reduce the 
thickness of the pivot and therefore the use of any kind 
of active abrasive would mat the fit of this pivot in the 
hole jewel. A very high lustre and polish may be given 


Fig. 12. Piece of pegwood, cut as 
indicated and charged with oil 
and jewelers’ rouge, is used to 
give a high lustre and polish to 
the pivot. 












this pivot without reducing its thickness perceptibly by 
using a piece of pegwood charged with a mixture of oil 
and jewelers’ rouge. This is shown in Fig. 12. The 
pegwood is prepared by cutting two flat sides to form 
a slight but acute angle. A little watch oil is rubbed 
across the flat top of the pegwood. Then a stick of 
jewelers’ rouge is scraped lightly to present a clean 
surface free from foreign matter. This cleansed sur- 
face is rubbed over the oiled pegwood so that the peg- 
wood becomes charged with this rouge. 

The rouged pegwood is then run across the pivot. 
Because the pegwood is much softer than the pivot, it 
will soon shape itself into the pivot, covering the whole 
surface and polishing it at the same time. The pivot 
is then cleaned by running it into a piece of pithwood. 
The pivot is then tested for thickness, length, shape 
and fit. 
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WATCH WORK, ETC, FOR THE 
TRADE—Cont. 
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ne week; yes, that is all we 
— “to ‘put your watches in A-l con- 
dition; we have the men, the equip- 
ment and the experience for maximum 
production, and the many letters from 
satisfied customers the country over 
ean testify to our ability to do the job 
right; try us and see; send for our 
special service and price list. Karelin 
Watch Service, Time Specialists, 116 
Nassau St., New York City. Member 
of the Jewelers’ Board of Trade. 








ARE you interested in quality watch re- 
pairing ; we have a fully equipped 
watch repair shop that is able to take 
care of your every need in watch re- 
pairing, refinishing dials, crystals of 
all types, watch case repairing and 
furnishing of new cases and dials; we 
do work for some of the finest jewelry 
stores and will gladly furnish refer- 
ences; price list upon request. J. 4 

Harris, 79 Chrystie St., New York 2, 

» 4 


N. 





Se 


EXCEPTIONALLY fine watch repair- 
ing by our staff of competent watch- 
makers; jewelers find that our com- 
plete watch repair service means 
quality, efficiency, dependability, 
good material and good workman- 
ship; all watches precision timed on 
Watchmaster; there is no substitute 
for good craftsmanship; price list 
on request. The Harr Watch Repair 
Co., 545 Fifth Ave., New York City. 





WE guarantee you first class watch 
repairing; our work will help pro- 
gress your business; we employ a 
staff of eight expert watchmakers; 
we repair all kinds of complicated 
watches, repeaters, chronographs, 
etc.; we also vibrate hairsprings, 
and we make parts, particularly 
staffs for obsolete watches; all the 
work is done in our own shop; we 
can give you good service; price 
list on request. Simon Amtman, 9 
Maiden Lane, New York City. 





FIRST class repair shop, able to han- 
dle repairs of all types American 
or Swiss made watches for stores 
that are interested in obtaining 
good workmanship; done only by 
expert watchmakers; every piece 
checked on Watchmaster; prompt 
service, city and out of town; ex- 
cellent references available. Arthur 


Blatt, 19 W. 44th St., New York 18, 





OUR shop is equipped to give fast de- 
pendable service on all watch repairs; 
we buff and polish the cases with all 
cleaning jobs; each watch is time and 
tested on our Western Electric Time 
Recording Machine before leaving our 
shop; we can give you from three to 
five days’ service; price list sent on 
request; a trial order will convince 
you that you will be well satisfied with 
the quality of our repair work. Per- 
fect Watch Repair Service, 323 W. 
Baca St., Room 306, Los Angeles 13, 





HAVE you a watch repair problem; 
hundreds of jewelers throughout the 
country have found it quicker and less 
costly to send us their watch repairs; 
our large staff of 45 thoroughly experi- 
enced mechanics assure you of the 
finest quality work and our production 
system will give you rapid service at 
moderate cost; our work is timed on 
Watchmaster Recorder and fully guar- 
anteed; all watches are fully insured 
and protected by Holmes Protective 
Service; over 200 accounts ship us 
their repair work regularly and our 
files are full of letters praising our 
workmanship and our service; please 
correspond with us before shipment to 
avoid unnecessary delay. Dependable 
Watch Co., 132 Nassau St, New 
York 7, N. Y. Beekman 3-4427-95. 
Members—Jewelers Board of Trade. 








Special Order Work and 
Repairs for the Trade 


Minimam charge (25 words) $1.50 
Additional words, 5 cents a word 





HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir- 
tanen, 45 Park Place, Morristown, 





JEWELRY repairing and stone setting 
for retail jewelers; fine workmanship: 
very prompt. service; mail orders 
solicited. Blanchard Mfg. Jewelers, 434 
16th St., Denver, Colo. 





H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex- 
pert on gold and platinum jewelry: 
mail us your work to be polished: 
prompt service guaranteed. 





BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
magi House, Box 1384, Beaumont, 

ex. 





DIAMOND setting, hammered work and 
scholastic work for the trade: prompt 
service guaranteed. Atlas Stone Set- 
— Co., 44 Franklin St., Providence, 





DESIGNER and illustrator; emblems, 
award pins, badges, crests and metal 
specialties; a good drawing is your 
best salesman. Raymond Kahl, 354 
West 74th St., Chicago. 





EXPERT modelmaker, 25 years’ experi- 
ence on ladies’ and gents’ models; all 
work done in own factory; creative de- 
signs and estimates cheerfully given. 
Address “P., 5198,” care J C-K. 





PLATING, polishing, rhodium, gold, 
* On costume jewelry, novelties, in- 
cluding plating on stainless steel. 
Merit Plating Co., 399 E. 183rd St., 
New York City. Fordham 7-8715. 





BEADS restrung; all style beads re- 
strung on cord or chain; prompt ser- 
vice; can furnish references. Mrs. 
Helen E. Stump, 202 State St., Shil- 
lington, Pa., just outside Reading. 





DIAMOND and colored stone setter 
wishes work Metropolitan, New York 
trade; A-1 workmanship; references 
furnished; for further information 
address “E., 5126,” care J C-K. 





ENGRAVING service for jewelers; let- 
tering, silverware, hollowware, chasing, 
carving, cutting for enamel and layout; 
reasonable prices; no acount too small. 
Chas. J. Davey, Room 200, Barlly 
Bidg., 108 S. 8th St., Philadelphia 7, Pa. 





JEWELRY filing and soldering assembly 
work for the trade; watchcases, attach- 
ments, bracelets, rings; clean work: 
good service. Whithorn & Zweifler, 12 
oo _— New York 7, N. Y. WO 





ENGRAVING service for jewelers; toun- 
tain pens, rings, jewelry, silverware; we 
engrave on anything; best references: 
reasonable prices. Ben A. Lindauer, 
109 N. Wabash Ave., Room: 1304, Chi- 
cago 2, Ill. 





BEAD restringing to the trade oy ex- 
perts; we use the best cord in the 
world ; all work guaranteed; new clasps 
furnished; give us a trial. Thobe & 
~~ 125 Pulaski St., Dayton 3, 

oO. 





DIAMOND setter wishes work from 
out of town trade; finest quality 
workmanship; prompt service; ref- 
erences furnished; write today for 
vo Address “B., 2361.” care 





HAVE 20,000 blanks, will cabochon to 
your specifications. costume jewelry 
sets; ring, earring, brooch, bracelet; 
jade, agate, half iris, half dark blue, 
banded agate, white-grey, cream; sam- 
Ples submitted. J. Culbertson, 431 E. 
12th, Casper, Wyo. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








RUBBER molds of quality, manufac- 
tured from your own models; mod- 
ern technique produces precision, 
exclusive craftsmanship; prompt 
and confidential service; estimates 
and details upon request. Philip 
Laurence Co., 261-9 W. 125th S+., 
New York 27, N. Y. 








Miscellaneous 


Minimam charge (25 words) $1.3v 
Additional words, 5 cents « wore 





LEARN WATCH repairing by doing it: 
thorough training under expert instruc- 
tors. For information write Standard 
Watchmakers Institute, 1991 Broad- 
way, New York City. 





WATCHMAKERS;:; increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjus 
Watches” and “Practical Balance an 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 
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$5400 IN PRIZES FOR BEST HELLER-DELTAH DISPLAYS 


Both as an aid to those 
jewelers who wish to create 
special Heller displays for 
the contest, and also to 
all their jewelers in pro- 
moting the sale of Deltah 
simulated pearls, the strik- 
ing sculptured bust and 
counter pad shown here, 
are being made available 
to Deltah dealers. 


A prize contest that promises to yield 
a rich crop of genuine interest among 
jewelers, is the one now being spon- 
sored by Deltah in which a total of 
$5400 in prizes and awards is being 
offered by L. Heller & Son, Inc., New 
York, to jewelers who trim the best 
windows with Deltah simulated pearls 
between February 1 and June 30, 1947. 

So that jewelers competing in the 
contest will compete only with the other 
jewelers in their own area, the Heller 
company has divided the country into 
four zones, with first, second and third 
prizes, and 10 awards, in each zone. 





The contest is open to recognized jewelry 
stores only, and there are no restric- 
tions as to how many photographs of 
Deltah-trimmed windows any _ one 
jewelry store can submit. 

According to Ernest S. Heller, of L 
Heller & Son, Inc., this contest is de- 
signed to encourage jewelers to appre- 
ciate the importance of their windows 
as a source of direct business. Judges 
in the contest will be George Engel- 
hard, National Jeweler; P. M. Fahren- 
dorf, Jeweters’ CrrcuLAR-KEYSTONE, and 
Irving E. Stone, President of Ellis 
Displays. 





Faber Sues to Enforce 
Fair Trade Contracts 


What promises to be an interesting 
phase of the ball-point pen battle burst 
on the legal front early in December, 
when Eberhard Faber Pencil Company 
and the Eberhard Faber Corporation, 
jointly, filed suits against R. H. Macy 
& Co. and Gimbel Brothers, for dam- 
ages and a permanent restraining order 
against price cutting by Macy’s and 
Gimbel’s on the Eberhard Faber Ball- 
Point Pen. 

The cause of action traces back to 
Macy’s full page advertisement in New 
York newspapers on Friday, November 
22, followed one week later by Gimbel’s 
retaliatory blast. In substance, Macy 
offered a $3.00 allowance on any ball 
point pen costing over a_ specified 
amount, that is traded-in toward the 
purchase of a new ball point pen re- 
tailing for $12.50 or more. 

Gimbel’s promptly raised the ante 
by offering $4.00 for “any fountain pen, 
purchased any time, any place, that’s 
halt, lame, leaky or otherwise unsatis- 
factory,” as a trade-in allowance on any 
ball point pen (selling for $8.00 or 
more)—naming them by brand name— 
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and: among them Eberhard Faber. 

Faber took prompt legal action, 
claiming that Macy’s and Gimbel’s had 
damaged Faber’s standing under con- 
tracts with dealers. 

Faber’s action serves notice on the 
trade that Faber will take whatever 
steps are necessary to protect its deal- 
ers against what could otherwise easily 
develop into a price war that could be 
ruinous to the retail trade. 


Preiss to Make Survey Trip 
Through Latin America 


A personal survey of the Central and 
South American watch market on be- 
half of world-wide distribution for the 
Pierce Watch Factories of Switzerland 
will be made by Lawrence L. Preiss. 

Mr. Preiss, president of Pan Ameri- 
can Watch & Clock Agencies, Ltd., New 
York City, leaves January 13th to in- 
itiate the study. In addition to his pro 
gram of gaining first-hand information 
as to buying trends and consumer de- 
mand in Latin America, he will contact 


established Pierce dealers in those coun- - 


tries to determine their current and 
future needs and to offer his assistance 
in helping formulate’ merchandising 
plans. 





ee, 


Ostby & Barton Co. Re-opens 
Los Angeles Branch Office 


Ostby & Barton Co. have reopened their 
Los Angeles office, located at 448 Sout) ' 
Hill Street, in the Pershing Square 
Building. Harold I. Riley, who hag 
been with the company for a great many 
years, and is well known throughout 
the wholesale jewelry trade, will be jp 
charge of this branch and will cover 
the West Coast and the state of Texas 
For the past several years Mr. Riley 
has operated from the home office jp 
Providence, representing the O-B line 
of rings in the East. 


Greenwich Time Ball 
May Come to U. S. A. 


The famous Greenwich Time Ball 
has come down but may once again be 
brought into service in the United States 
if the British Admiralty will grant its 
release to the Waltham Watch Company. 

Upon learning the Greenwich Ob- 
servatory is being dismantled, Waltham 
officials have requested the Time Ball 
as a friendly memento, to be erected 
on one of the watch factory buildings 
in Waltham. German war bombs are 
responsible for the necessity of rebuild- 
ing much of Greenwich Park where the 
Observatory was located, and the old 
Time Ball is being removed. For 3 
great many years, this ball was raised 
to the top of its spire at 12:55 P.M. 
daily and permitted to drop at pre- 
cisely 1 o’clock. The dropping of the 
Ball was the signal to the citizens of 
Greenwich, and to the many tourists 
visiting the Observatory, to set their 
watches to the exact second. 

Rather than witness the scrapping of 
this historic timing device, the Waltham 
Watch Company has asked that it be 
transported to Waltham where it will 
again be erected and put into service, 
thereby acting as a symbol of the fellow- 
ship that exists between the historic 
World Time Center at Greenwich and 
the historic center of Waltham. 

The ball and the spire may be seen 
on the roof of the Observatory a little 
to the right eenter of the photograph. 
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Reynolds Named Asst. Sales Mgr. 
Of National Silver Company 

James Reynolds, formerly chain store 
representative of National Silver Co. has 
been named Assistant Sales Manager 
of the company. Before joining Na- 
tional Silver, Mr. Reynolds was for 
several years a sales representative for 
Landers, Frary and Clark. He is well 
known in the housewares field and was 
recently elected President of the House- 
wares Club of New York. 





George J. Gruen Honored 
At Company's Christmas Party 


Tribute to George J. Gruen, chairman 
of the board of the Gruen Watch Co. 
on the completion of his 50 years’ asso- 
ciation with the company was paid him 
by the entire personnel of the organiza- 
tion at the firm’s annual Christmas party 


held on December 7 at the Netherland 


Plaza Hotel in Cincinnati. A gift of 
luggage was presented to him in com- 
memoration of the occasion. 


When Mr. Gruen joined his father, 
the late Dietrich Gruen, in the operation 
of the business in 1896, it had a ca- 
pacity of a few dozen watches per day. 
Today, Gruen, now in its 72nd year, is 





George J. Gruen (left), Chairman of the 
Gruen Board of Directors, receives the or- 
ganization's award from President Benjamin 

S. Katz. | 


one of America’s largest watch com- 
panies with about 2,000 employees in its 
various facilities in America, Canada 
and Switzerland. Mr. Gruen held every 
responsible position in the company 
prior to his retirement in 1938 from ac- 
tive service, and has since served as 
vice-chairman and now as chairman of 
the board. 


Two others of the personnel—Ger- 
trude Moellering, Mr. Gruen’s secretary, 
and Leonard Putthoff, watchmaker— 
were honored for twenty-five years’ ser- 
vice. Both were presented with gold 
watches, appropriately engraved. 


All employees, it was announced, 
would receive Christmas bonus checks 
on December 20, and an award for the 
best suggestion of the year was made 
to Martha Foerst who will receive plane 
tickets for two, for a week-end trip to 
any city within a 400-mile radius, paid 
hotel accommodations, $25 spending 
money, and time off with pay. 
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KREISLER ELECTS FOUR VICE PRESIDENTS 





i Rn Scene 
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A painting of Marcus Stern, co-founder with Jacques Kreisler of Jacques Kreisler Manu- 
facturing Corporation, hangs in the background of the above picture of the present officers 
of the firm. Seated: Jacques Kreisler, President and Tobias Stern, Executive Vice-President. 
Standing, from left to right: William Klein, Vice-President and Controller; Alfred Diringer, 
Vice-President and General Manager; J. F. Bermond, Vice-President in Charge of Sales 
and Advertising, and Leslie Kreisler, Vice-President in Charqe of Manufacturing. 


The Jacques Kreisler Manufacturing 
Corp., North Bergen, N. J., has an- 
nounced the election of four Vice Presi- 
dents: Alfred Diringer, William Klein, 
J. F. Bermond and Leslie Kreisler. 

“In view of their increased respon- 
sibilities, due to the greatly expanded 
size of the Company,” Tobias Stern, 
Executive Vice President announced, 
“we have elected these men as officers 
of the Company. Each of them has 
been long associated with the firm and 
has actually lived with this business as 
it grew to its present size.” 

Kreisler has been in business 33 years, 
during the first 20 years of which the 
firm specialized in manufacture of fine 
jewelry. Later, the house began. to 
specialize in watch attachments—a field 
in which it has become a prominent fac- 
tor. The line also includes men’s jewelry 
and fashion jewelry. 

Alfred Diringer, who was named vice 
president-general manager, has_ been 
with Kreisler since September, 1919. He 
has represented the firm as a salesman, 


diamond buyer and in other positions. 


At the present time his resonsibilities 
include coordination of manufactured 





goods with the sales department and 
shipping department and various other 
managerial duties. 

William Klein, who has been with 
Kreisler for 13 years, has been account- 
ant, office manager, and credit manager 
and now becomes Vice President and 
Controller. 

J. F. Bermond, Vice President in 
charge of Sales and Advertising came 
to Kreisler 12 years ago, after experi- 
ence with several advertising firms on 
the West Coast and in the East. He 
has seen the advertising appropriation 
grow to the point where it now exceeds 
the total volume of the firm’s 1934 
business. 

Leslie Kreisler, Vice President in 
charge of Manufacturing, served his 
apprenticeship in Europe as a model 
maker and designer and also studied in 
various schools on the Continent so that 
his well-rounded training represents an 
important part of the manufacturing 
know-how of the firm. 

Jacques Kreisler, President, and To- 
bias Stern, Executive Vice President, 
for many years, continue in their pres- 
ent posts. 





Whiting Goes "Fair Trade" 
In New York and Illinois 


Frank M. Whiting & Co., Meriden, 
Conn., subsidiary of Elmore Silver Co., 
and manufacturers of Whiting flatware 
announce that their active flatware pat- 
terns have been placed under Fair Trade 
contracts in New York and _ Illinois. 


Many messages in praise of this ac- 
tion have been received. “Retailers 





were strong,” states I. A. Lipman, presi- 
dent, “in their indictment of ‘price cut- 
ters’ and ‘chiselers,’ and in their ap- 
proval for the protection which the new 
price fixing contract gives them. 

“Since the policy of the company,” 
continued Mr. Lipman, “is to distribute 
our patterns exclusively through legiti- 
mate retailers, this is only a further step 
in our efforts to give every possible 
protection to our trade.” 
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Flexible Mirror Display Fixture 
Offered by Longines-Wittnauer 


Something new in jewelry displays by 
Longines-Wittnauer Watch Co. is on 
the way to the jeweler. Through a 
new process, colored glass in a segmented 
mirror reflects the light in vertical 
stripes of various hues, making an at- 
tractive and striking background for 
the display. Lettered across it in velvet 
are the words, “Agency for Longines- 
Wittnauer Watches.” Since the mirror 
is segmented, and therefore pliable, it 
can be arranged in a variety of posi- 
tions. 

Also shown at the lower left in the 
illustration above is an enlarged cut-out 
of an elaborately engraved pocket 
watch, symbolizing the Longines-Witt- 
nauer 80th Anniversary. This is sup- 
plied along with the mirror unit. 

Letters received from dealers who 
already have used the display are en- 
thusiastic in their endorsement of it. 


Sparkes Catalog Features 
Faceted Gold Items 


A new accordion-fold catalog has just 
been issued by the Sparkes Mfg. Co., 
Ltd., featuring their current line of 
faceted gold jewelry. 

Included in the line and shown in 
the catalog are bracelets, earrings, neck- 
laces, pins, brooches, bracelet and lapel 
watches, all created by the “Sparkes- 
Lapp process,” which, the company 
claims, embodies an entirely new con- 
cept of faceting to produce a jewel-like 
radiance, never before attained in all- 
gold merchandise. Another feature to 
which the company also points with 
pride is the mechanism of the pilot 
guides on all catches and claps, which 
it is stated eliminates the necessity 
for safety chains or adjustments. 

Copies of the catalog may be ob- 
tained by addressing Sparkes Manufac- 
turing Co., Ltd., Newark 5, N. J. 


Coro, Inc., Sponsors 
A Television Show 


A unique television show entitled, 
“The Jewel Case,” was prsented by 
Coro, Inc., at the John Wanamaker 
Studio on the evening of December 4. 
It is believed that this is the first 
jewelry fashion show ever to be given 
on television. 
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Clocks From Pearl Harbor 
Ships Become Navy Mementos 


One hundred and fifty ships’ clocks, 
salvaged from the wreckage of Pearl 
Harbor, have been turned over to the 
Navy by the War Assets Administra- 
tion—which believes sentiment, in this 
case, is more important than dollars. 
Symbolizing. the gift, Col. Philip T. 
Boone, associate regional director of 
the WAA, today formally presented a 
Seth Thomas clock, taken from. the 
USS Tennessee, to Rear Admiral Mon- 
roe Kelly, commandant of the Third 
Naval District. 

The clocks, Admiral Kelly said, will 
be appropriately mounted and distrib- 
uted among ships and Naval Reservé 
Armories. Some were unharmed in the 
attack, but others will require exten- 
Sive repair. 

The presentation ceremony, which 
took place in Admiral Kelly’s head- 


Rear Admiral Monroe Kelly, commandant 
of the Third Naval District, receives from 
Col. Philip T. Boone, associate regional di- 
rector of the WAA, a Seth Thomas clock, 
salvaged from the wreckage of Pearl Har- 
bor. Others in the photo, left to right, are: 
Capt. Leonard Frisco, assistant director of 
the Merchant Marine Reserve, Chief Yeo- 
men Leonard Curry and John Martino and 
Joseph Pearson, mailman, first class, all of 
whom were on ships stationed at Pearl Har- 
bor when the Japs attacked. 


quarters in New York, was witnessed 
by three Navy survivors of the Pearl 
Harbor disaster—Chief Yeoman Leonard 
Curry, who was on the Oklahoma; Chief 
Yeoman John Martino, on PT 34, and 
Joseph Pearson, mailman, first class, 
who was on the USS Debbin. Also pres- 
ent was Capt. Leonard Frisco, assistant 
director of the Merchant Marine Re- 
serve. 

“Having the job of disposing of some 
millions of dollars of surplus property 
for the War Assets Administration in 
this region is a job which cannot be 
described as a sentimental one,” said 
Colonel Boone. 

“Nevertheless, when we of WAA found 
in one of our many warehouses these 
precious mementos, salvaged from ships 
present or sunk at Pearl Harbor, there 
was no question in our minds as to what 


should be done with them. They be-. 


long to the Navy; they belong to his- 
tory.” 

Most of the clocks 
Thomas make. 


of Seth 


were 





Oneida Promotes Three Directors 


Three members of the Board of Di- 
rectors have been advanced to new Te. 
sponsibilities in the operations of the 
company. 

Harley Noyes, former director of 
sales and merchandising of the Com- 


Left to right: Pierrepont T. Noyes, forme; 
assistant sales manager of the Community 
Division, Oneida, Ltd., who on January | 
will become assistant director of sales; Her. 
ley Noyes, former director of sales and mer. 
chandising of the Community Division, who 
will become director of advertising of the 
parent company, a newly-created post, and 
Dudley E. Sanderson, former assistant di- 
rector of sales of the Community Division, 
who will succeed Mr. Noyes. 


munity Division, moves into the newly- 
created post of Director of Advertis- 
ing of the parent company, covering 
all divisions of Oneida, Ltd. 

Dudley E. Sanderson, former assis- 
tant director of sales of the Community 
Division, moves up the position for- 
merly held by Mr. Noyes, and Pierre- 
pont T. Noyes, former assistant sales 
manager of the Community Division, 
becomes assistant director of sales of 
the same division. 

The three changes coincide with the 
announcement of an enlarged field sales 
force, increased merchandising activi- 
ties, and a greatly expanded national 
advertising program for Oneida, Ltd. 
Plans are being laid for the largest ad- 
vertising expenditures in the company’s 
history. 


L & R Watch Cleaning Machine 
Has Specially Designed Motor 


The L & R Master, according to its 
manufacturers, the L & R Mfg. Co, 
Arlington, N. J., is the first watch clean- 
ing machine to be equipped with a motor 
especially designed for this purpose. 
The motors are being made in the com- 
pany’s own plant for their own machines 
exclusively. Each is equipped with two 
self-lubricated, double shieded ball bear- 
ings and stainless steel shaft. The motor 
is said to be particularly adaptable to 
both the automatic and manual reversing 
action, to perform efficiently under the 
most rigorous usage. 

A heavy duty model which cleans 
three watches at one time in individual 
baskets will soon be available. Addi- 
tional details and catalog may be had 
by writing to the L & R Mfg. Co» 
Arlington, N. J. 
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Gemex Co. Salutes Workers 
On 20th Year in New Jersey 


General tribute to the loyalty and co- 
operation of its employees was paid by 
Gemex Company, Union, N. J., at a 
dinner in their honor at the Ivanhoe 
Restaurant, Irvington, New Jersey, on 
November 22—the 20th anniversary of 
the company’s operation in New Jer- 
sey. The company’s appreciation was 
expressed in concrete form by a souve- 





Eugen Prestinari (right), Gemex president, 

addresses employees at the 20th Anniver- 

sary party, as William Lichtenfels, vice 
president, looks on. 


nir history of the company with a crisp 
$20 bill folded in each booklet as a 
surprise. 

Gemex was founded in 1917 in 
Providence, Rhode Island. In 1926 the 
company was moved to Newark. Four 
years ago another move was made to the 
present beautiful and modern plant set 
amid park-like surroundings in Union, 
N. J. Though opened only four years 
ago even this plant has already grown 
too small to keep up with the demand 
for Gemex watch bracelets, and addi- 
tional tool room and production space 
is now being added. 


The name Gemex was coined from the 
name of the original firm in Providence 
—General Manufacturing and Export- 
ing Company. The Gemex Company 
officers are: Eugen Prestinari, presi- 
dent; William Lichtenfels, vice presi- 
dent and treasurer; H. C. Lichtenfels, 
secretary; and A. J. Fogarty, assistant 
secretary-treasurer. 


Aside from the national recognition 
accorded the wide range of watch brace- 
lets manufactured by Gemex,’ the com- 
pany is held in high esteem locally as 
“a good place to work.” The surround- 
ings—a completely modern well kept 
one-story plant in beautifully landscaped 
grounds—are airy and pleasant. In ad- 
dition, Gemex has for some time offered 
such employee benefits as co-operative 
group insurance, which includes life, 
sickness and accident insurance—hos- 
pital benefits and surgical fees. Christ- 
mas bonuses are paid each year; paid 
vacations based on length of service 
are also given to all workers; and 
paid holidays are regular practice. 
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Baldwin-Miller in New Building 


Barring some unforeseen development 
between the time that this is written and 
the date that this issue of JC-K goes 
into the mail, the jewelry wholesale 
house of Baldwin-Miller Co., Indian- 
apolis, will be in its new home by the 
time you read this. 

Back in October, 1945, the company 
needing greatly enlarged facilities pur- 
chased the building at 238 South Meri- 
dian St. and has been engaged in re- 
modeling it to accommodate the Bald- 
win-Miller business. Building restric- 
tions, labor shortages and the like made 
the work slow but it is now announced 
that “the Lord willing” the firm will 
move to its new quarters between Christ- 
mas and New Year’s. 

The change, company executives be- 
lieve, will result in improved service 
to customers, not only because of the 
larger facilities available but also be- 
cause of its central and accessible loca- 
tion for the convenience of buyers and 
its close proximity to the main parcel 
post and express offices for faster de- 
livery services. 





Vision Products Co. 


Offers New Sun Glasses 





Pictured above are two new styles in sun 
glasses currently offered by Vision Products 
Co., Inc., 246 Halsey St., Newark, N. J. 
The lady is wearing the "Flight Venus" with 
gold-plated frame, pearl temples, and proc- 
essed and polished lenses. Her escort dis- 
plays the "Flight Aristocrat" with 1/10-12K. 
gold filled semi-rimless frame with pearl 
brow rest and ground and polished lenses. 
The lenses in both styles are tinted a soft 
green. Venus is priced to retail at $4.95, 
Aristocrat at $12.50. 





Best Name for New Korff Line 
Will Win $100 Savings Bond 


Judges have been announced for the 
contest to name the new line of men’s 
jewelry soon to be released by S. Korff 
& Son, creators of “Eskay” jewelry. 

P. M. Fahrendorf, president and gen- 
eral manager of JEweters’ CrimcuLar- 
KrysToNE; and George Engelhard, 
president and publisher of National 
Jeweler will serve on the board which 
will select the prize-winning name. 

The originator of the name selected 
will be awarded a one hundred dollar 
U. S. Savings Bond. The contest is open 
to all. Entries are to be mailed to S. 
Koroff & Son, 914 Walnut Street, 
Philadelphia, Pa. 





New Plant for Ross Watch Case Co. 





Construction of a new, modern plant 
for the Ross Watch Case Corporation, 
has been announced by Ben Ross, presi- 
dent. Located at 21-30 44th Drive, Long 
Island City, N. Y., the building will 
contain 15,000 square feet of floor space 
and will be ready for occupancy about 
March, 1947. 

The new factory, Mr. Ross states, 
will be completely equipped with the 
most advanced technical facilities for 
the production of fine watch cases. As 
shown by the drawing above, the build- 
ing will be thoroughly modern in de- 
sign and construction. It will include 
many innovations in lighting, ventila- 
tion and safety features. 

Product of the new plant will con- 
sist of platinum, gold and gold filled 
watch cases. Production will be under 
the supervision of Jules J. Ross, vice- 
president and secretary. Murray Ross, 
treasurer, will be in charge of engraving 
and office personnel, while President Ben 


‘Ross will head the sales department. 





Clinton Watch Co. Head 


Plans Program for 1947 


H. Wein, president of the Clinton Watch 
Co., Chicago, has recently returned 
from a trip to Switzerland, where he 
studied new manufacturing ideas which 
will be incorporated in the new Clinton 
line, soon to appear on the nation’s 
jewelry counters. 

Mr. Wein spent considerable time, 
also, studying Swiss watch-repair meth- 
ods since he believes that some of this 
information can be used in the train- 
ing program in watch repair asd jewelry 
repair work which he is helping to 
sponsor for the physically handicapped 
as a non-profit humanitarian endeavor. 

Clinton’s promotional and advertising 
plans for the coming year are now com- 
plete, and Mr. Wein’s visit to Switzer- 
land will have a great influence on the 
watches that will be distributed by this 
midwestern company. 

General plans for the coming season 
include larger use of radio, newspapers 
and rotogravue, an increased appro- 
priation for trade advertising, and a 
strong line-up of dealer-aids. 

: 


New West Coast Rep. for Wilberg 


Wilberg Jewelery Co., 31 West 47th 
St.; New York City, has announced the 
recent appointment of a new West 
Coast representative—Ural Davis, who 
will make his headquarters in Seattle. 
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FOR 1947 


AS WE LOOK BACK over the year that has just ended, 
and try to peer into the one that lies ahead, it seems to 
us that jewelers have good cause to feel pretty cheerful. 

Twelve months ago the trade was hedged about with 
all kinds of war-time restrictions and regulations. To- 
day practically all of them have been removed, includ- 
ing Regulation W, and every business is again com- 
pletely free to make its own decisions and conduct its 
own operations. Income and excess profits taxes have 
been reduced, which means that it takes less volume to 
produce the same final net profit, and there is every in- 
dication that the excise tax will at least be reduced in 
1947. 

Finally, jewelers today are—or should be in the 
strongest financial position they have ever enjoyed. For 
on top of several years of unprecedented prosperity, 
1946, when all the returns are in, will undoubtedly 
show the biggest volume of sales the trade has ever seen, 
despite the complaints that have been heard in some 
quarters during recent weeks. 

Some of those complaints, in our opinion, are not en- 
tirely justified. We’re all prone, after we’ve established 
a new record, to consider that the normal standard and 
to feel that from then on we must always equal or ex- 
cell it, forgetting that our new yardstick is not a normal 
but a record performance, and that not even Man of 
War set a new record in every race. 

That this frame.of mind should be prevalent in the 
jewelry industry is not surprising, in view of the fact 
that it has set new records in every one of the past five 
years. But isn’t it time to readjust our thinking a little 
bit and adopt a more normal standard of measurement? 

If instead of thinking of our business in terms of 
whether it is down 5 or 10 per cent from the peak, but 
rather in how far ahead we are of even two or three 
years ago—to say nothing of pre-war—haven't we a 
good deal for which to be grateful? Let’s look at it that 
way, and face the future with confidence that by any 
normal standard we’re doing mighty well and that 1947 
will be a successful and prosperous year. 

That it may be so is our New Year’s wish to every 
one of our readers. 


A GOOD SUGGESTION 


ONE OF ovuR subscribers makes a suggestion that 
seems to us a good one. 

Many manufacturers, he points out, when returning 
to the retailer items that have been sent in for repair, 
often fail to identify the article in such a way that the 
retailer can readily tell just what job it is or to which 
of his customers it belongs. Our reader suggests that 
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when repair jobs are returned, the manufacturer should, q 
if possible, enclose the retailer’s own job envelope with ~ 
the item, or if for any reason that is not practical, they 4 
either attach to the item or show on the invoice, all the — 
information on the store’s envelope, such as the jo} : 
number, the customer’s name, etc. a 

This might, in some cases, involve a little addition] — 
work- in manufacturers’ offices but it should not be too — 
difficult to work out a fairly simple method for handling 7 
repairs in this way, and it would certainly be both a © 
great help to the retailer and a valuable aid to the 
manufacturer as well in building good will for himself ~ 
among his retailer customers. 


CONFIDENCE MUST BE DESERVED 


THERE’S a GooD TEXT for retail jewelers in a recent 4 
newspaper advertisement sponsored by the Ford auto- © 
mobile dealers. | : 

“We realize,” said the ad, “that the present abnormal 7 
demand for automobiles will not last forever, and that ~ 
the day will come when we shall be knocking at your © 
door asking for business. Therefore, as in the past, we — 
are endeavoring to so conduct our business that we may | 
always merit your confidence and respect.” é 

If the automobile trade, which is still in the midst 3 
of the most terrific sellers’ market that it has ever 7 
known, recognizes that even in such a situation the ~ 


maintaining of customer-confidence is a vital necessity, q , 
how much more keenly should this fact be realized by @ 


the jewelry trade, where the shift from a sellers’ toa @ 
buyers’ market is already so far advanced. t. 
Jewelers must give every consideration to the build- 9 
ing and holding of customer-confidente not merely as 7 
insurance against the future but as an absolute essen- : , 
tial for doing business today. 


Customers are growing more and more critical, and ; 
less and less ready to tolerate anything that savors of 7p 
questionable practices or high-pressure tactics. Adver- 7 
tising must be kept truthful, the atmosphere of the © 
store and its personnel must be friendly, and the goods F 
must give full value for their price. If anyone has grown ~ 
careless in any of these respects during the easy selling ~ 
of the past few years, now is the time to clean house © 
and keep it clean. | 
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